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Rough Proofs 


You will soon be able to buy 
Lucky Strikes in a Cellophane wrap, 
ADVERTISING AGE reports. Does 
Reynolds get a commission from 
duPont on this order? 

* ca >» 


A group of advertising men, rep- 
resenting all the various and con- 
flicting interests in the business, has 
been formed to decide on the adver- 
tising exhibit at the Chicago world’s 
fair of 1933. But Arthur Ogle, of 
Bauer & Black, was not put on the 
committee in order to render first 
aid. 

* a * 


Earnest Elmo Calkins may have had 
trouble in hearing other people, but 
he can hardly say that the adver- 
tising field ever failed to hear him. 

~ 7 * 


The proponents of Listerine took 
an awful chance when they hinted 
that eggs and halitosis are closely 
related. The reply might have been 
in a form that would have left no 
doubt on that score, at least as far 
as some eggs are concerned. 

* oa + 


Bryant Heater tells its story in 
587 words, and urges special con- 
sideration because of the brevity of 
the message. As Moses’ story of the 
creation was told in 600, Bryant’s 
modesty is evident. 

* * * 


Alvan Macauley mentions Cadillac 
and Chevrolet in an advertisement 
telling why people should go ahead 
and buy automobiles. Now maybe 
Mr. Sloan will have his advertising 
men say, “And Packard is a good 
car, too.” 

*” 7 * 


The Pullman Company presents 
the warning to departing passengers, 
“Have you left any personal prop- 
erty behind?” To which the average 
passenger can only reply, “No, but 
lots of real estate.” 


* * * 


The advertising points to at least 
one columnist who does it on Welch’s 
grape-juice. But after reading some 
of the columns produced in the 
neighborhood of Times Square, I’d 
say the Welch addicts are in the 
minority. 

- * * 


The restaurant men, planning co- 
operative advertising, have a booklet 
which hints that women “will be 
encouraged to look upon the prep- 
aration of meals as unnecessary 
drudgery.” Drudgery, but not un- 
necessary. 

* * * 


Less than 1 per cent of the class- 
work in 6338 colleges is devoted to 
the study of commodity distribution, 
the Advertising Federation of Amer- 
lea reports. This proves the point 
I've always insisted on—that the 
college student is more interested in 
consumption than distribution. 

* * * 


A shoe company is offering pur- 
chasers a free ground course in 
aviation. This will be good for the 
shoe business only so long as the 
customers keep their feet on the 
ground. 


India’s leader said in a newspaper 


BANKS CALLED 
SHORT-SIGHTED 
BY MCCORMICK 


Publisher Blames Them for 
Credit Curtailment 


Boston, Mass., Sept. 17—Col. R. 
R. McCormick, publisher of the Chi- 
cago Tribune, created a sensation at 
the Monday luncheon of the Finan- 
cial Advertisers Association with a 
forthright talk criticising banks for 
putting business on short credit ra- 
tions and thus expediting the Gov- 
ernment march into business. 

Col. McCormick pointed out that 
improved products of all kinds are 
finding a ready market. 

“The subscription of another large 
treasury issue, this time of 3 per 
cent bonds, is in striking contrast to 
the lack of activity in corporation 
securities,” he began. 

“Because private industry has 
been on short rations, there is wide- 
spread unemployment; and because 
there is widespread unemployment, 
the federal Government has sought 
to relieve it by an extensive pro- 
gram of public works. 

“Accordingly the United States 
Government ended the year $900,- 
000,000 in the red and is seeking to 
balance its accounts by borrowing. 
This seems fairly clear, but per- 
haps it is not quite so clear that 
what this process entails is the pass- 
ing of economic initiative from pri- 
vate industry and bankers into the 
hands of the Government. 


Waste Is Inevitable 


“The Government has found uses 
for the money in the construction 
of postoffices, roads, waterways and 
kindred items, many of them unpro- 
ductive. Inevitably, unless there is a 
change in the current trend, the ob- 
jects which the Government will find 
in the future will be of less value to 
the nation than those now in hand. 

“If already there is ample reason 
to believe that much of the money 
is being spent on ill advised schemes 
which are not worth what they are 
costing, it is pretty nearly certain 
that future expenditures will be in- 
creasingly wasteful. 

“Even so, future railing against 
congress, high taxes and pork bar- 
rel tactics will do little good and 
will have little justification. 

“If the credit lenders of the coun- 
try are so timid and so poorly ad- 
vised as to keep private enterprise 
on short rations the politicians have 
to take the initiative in keeping the 
economic machine turning or accept 
responsibility for unemployment and 
continued depression. It is a poor 
alternative, of course, but it lies di- 
rectly in the course we are now 
steering. 

“The financial leaders of this 
country had better face the fact that 
it is absurd to talk of getting the 
Government out of business as long 
as it is one of relatively few insti- 
tutions in this country that, having 
need of it, can command generous 
credit. That in turn can only mean 
that the Government is one of rela- 
tively few such institutions that can 


Boston, Mass, Sept. 17—More than 
300 members of the Financial Ad- 
vertisers Association turned out for 
the 16th annual convention, built 
around a brass-tack program de- 
signed to make advertising a more 
effective force during the vast 
changes which are taking place in 
the financial structure. 
One of the features of the conven- 
tion was the address of Col. R. R. 
McCormick, publisher of the Chi- 
cago Tribune, who took bankers se- 
verely to task for the part they 
played, or failed to play, during the 
past year. Col. McCormick’s ad- 
dress is reported elsewhere in this 
issue. 
C. H. McMahon, assistant vice- 
president of the First National 
Bank, Detroit, a fighting man of 
note, was elected to the presidency 
as one of the concluding features. 
He was succeeded as first vice- 
president by H. A. Lyon, advertis- 
ing manager of the Bankers Trust 
Co., New York. Alva G. Maxwell, 
vice-president of the Citizens & 
Southern National Bank, Atlanta, 
was elected 2nd vice-president; I. I. 
Sperling, assistant vice-president, 
Cleveland Trust Co., 3rd vice-presi- 
dent, and E. A. Hintz, People’s 
Trust & Savings Bank, Chicago, 
treasurer. 

Directors were chosen as follows: 


New Directors 


Virgel Allen, Jr., First Bank & 
Trust Co., Utica, N. Y.; C. Delano 
Ames, Maryland Trust Co., Balti- 
more; C. E. Bourne, Royal Bank of 
Canada, Montreal; Frank G. Bur- 
rows, Irving Trust Co., New York; 
Leopold Chambliss, Fidelity Union 
Trust Co., Newark, N. J.; George 
Dock, Jr., Halsey, Stuart & Co., 
New York; 

Charles Earle, Chase Harris 
Forbes Corp., Boston; Frank Fuchs, 
First National Bank, St. Louis; F. 
R. Kerman, Transamerica Corp., 
San Francisco; Don Knowlton, Union 


Scrutinize Methods 
to Make Financial 
Copy More Effective 


NEW PRESIDENT 


C. H. McMahon 


Trust Co., Cleveland; Jacob Kush- 
ner, United States Trust Co., Pater- 
son; 

Joseph J. Levin, A. G. Becker & 
Co., Chicago; H. Fred Oltman, 
Grand Rapids Savings Bank, Grand 
Rapids, Mich.; H. Ennis Jones, 
Franklin Trust Co., Philadelphia; 
W. A. Stark, Fifth National Bank 
& Trust Co., Cincinnati; Robert 
MacDougall, Provident Trust Co., 
Philadelphia. 

The new president also took back 
to Detroit with him the silver trophy 
awarded by Carroll J. Swan, presi- 
dent of the Advertising Club of Bos- 
ton, for his exposition of “My One 
Best Bet,’ at a joint meeting of the 
F. A. A. and the Boston Club. 

Fourteen participated in the con- 
test, all receiving certificates. 

More than 100 financial advertis- 
ing campaigns were given pictorial 
presentation in the annual exhibit. 


(Continued on Page 11) 


president of 
pointed president. He will divide his 


president until December. 


Last Minute News Flashes 


Sollitt New President of Lord & Thomas and Logan 


Chicago, Sept. 18.—Following the resignation of L. Ames Brown as 
Lord & Thomas and Logan, Ralph V. Sollitt has been ap- 


time between Chicago and New York. 


He is succeeded as executive vice-president in charge of the Chicago 
office by A. E. Aveyard. Mr. Brown’s salary was $100,000 a year. 


Form Marketing Organization in New York 


New York, Sept. 18.—The Association for the Advancement of Science 
in Marketing was organized Thursday night, with Paul T. Cherington as 
Nathaniel W. Barnes was elected secretary; 
L. S. D. Wells, first vice-president, and A: M. Crosby, treasurer. 


Newspaper Organization Dines Agencies 


New York, Sept. 18.—Major Market Newspapers, Inc., tendered a 
luncheon to agency executives today to explain new features of the group 
and the new edition of “A Study of All American Markets.” 


DOUBLE SHARE 
OF MEAT TRADE 
IN ST. LOUIS 


Government Inspected Plants 
Get 78 Per Gent 


St. Louis, Mo., Sept. 17—A sen- 
sational advertising campaign by 
seven big packers under the name 
of the U. S. Government Inspected 
Packing Establishments has _in- 
creased their share of St. Louis 
meat business from 30 to 78 per 
cent and caused the 49 independent 
packers to welcome with open arms 
the passage of a city meat-inspec- 
tion ordinance to be effective Oct. 1. 
One of the plants, the St. Louis 
Independent Packing Co., has been 
purchased by Swift & Co., largely 
as a result of the outstanding suc- 
cess made by the advertising, it is 
said. 

The Progressive Press, labor pa- 
per, vainly protested that the plants 
doing an interstate business are 
forced to submit to Government in- 
spection, and deserve no credit for 
so doing, while other meat packers 
are unable to secure Government in- 
spection unless they certify that they 
intend to do an interstate business. 

The cause of the U. S. Govern- 
ment Inspected Packing Establish- 
ments was espoused by George J. 
Schulte, publisher of Interstate 
Grocer, some of whose letters were 
printed by Progressive Press. 

The newspaper and other adver- 
tising has been placed by the Chap- 
pelow Advertising Company, with 
General Outdoor handling the poster 
copy. 


Result of Campaign 


A recent newspaper advertisement 
addressed to meat dealers, but ex- 
plaining that it carried interesting 
facts for housewives too, told this 
story of success: 


“Last November not more than 50 
per cent of all the meat consumed 
in Greater St. Louis was U. S. Gov- 
ernment Inspected. 


“Today, over 1,000 retail meat 
dealers sell only U. S. Inspected 
Meat, and the total amount of in- 
spected meat consumed is approxi- 
mately 78 per cent. Let’s make it 
100 per cent! 


“Public sentiment is now aroused 
about U. S. Government Meat In- 
spection. Housewives, physicians, 
health authorities, school boards, 
ministers, clubs, organizations, news- 
papers—all are demanding U. S. 
Government Inspected Meat. 

“Are you meeting this demand? 
Are you selling only U. S. Govern- 
ment Inspected Meat and Meat 
Products? Are you displaying the 
red, white and blue sign reading 
‘Your Guarantee of U. S. Inspected 
Meat’?”’ 

A later advertisement listed the 
dealers handling only Government 
inspected meat. 


Veto School Contest 


Evidently somewhat harassed by 
the furor over meat inspection, the 
St. Louis Board of Education re- 


fused to allow the U. S. Government 
Inspected Packing Establishments to 
conduct an essay contest in the 
schools, on the ground that it would 
establish a precedent which might 
soon lead the pupils to debate the 


Cigarette War Goes Merrily On 


New York, Sept. 18.—The Camel radio program is telling the world it 
may soon expect an imitation of its humidor pack but that a mere 
Cellophane wrapping does not make a humidor pack. 

Philip Morris & Co. are introducing Unis, a 15-cent cigarette, accom- 
panied by a coupon redeemable for one cent. 


function in full. 

“Unless there is a reversal of 
lending policy the politicians will 
drive this country at increasing 
speed toward socialization of its pro- 
ductive industries.” 


interview that in America the lux- 
uries are concentrated in the hands 
of a few. This sounds more like the 
f00se than the Gandhi. 


Copy Cus. 
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respective merits of Camels and 
Lucky Strikes. 

The contest was staged anyway 
under the auspices of a committee on 
meat inspection composed of the 


The purple stamp used in 
Government meat inspection. 


president of the Missouri Parents & 
Teachers Association, the vice-presi- 
dent of the St. Louis Council of 
Catholic Women, and several others 
of equal importance. 

The contest was based on a 12- 
page booklet, “The Inspection Stamp 
As a Guide to Wholesome Meat,” 
written by John R. Mohler, chief of 
the Bureau of Animal Industry and 
printed by the Government. 

With the addition of a cover ex- 
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plaining the rules of the contest, 
250,000 copies of this booklet were 
distributed among school children, 
with the admonition, “Please Show 
This to Your Parents.” 

Cash prizes were awarded. It was 
this feature which drew the veto of 
the Board of Education, which, it is 
said, has no objection to contests 
involving scholarships. 


DARTNELL PUBLICATIONS, Inc. | 


4660 RavENSwoop AVENUE 
CHICAGO 


oa 


THE OFFICE EQUIPMENT SALESMAN is the 
only ABC magazine in this important field 


ANNOUNCING 


“Offices of the Year” 


Sales Portfolio Edition 
of the Dartnell Magazine 


Office Equipment 
Salesman 


ORTFOLIO issue will contain 
more than two hundred large- 
sized photographs of the most | 
interesting offices of the year. | 
It will be a de luxe edition, | 
durably printed and bound, 
so that office equipment sales- | 
men can use it as an all year 
| suggestion book to help their customers plan 

their 1932 offices. Advertisements of compa- 
nies manufacturing office furniture, equipment 
and supplies will be placed next to reading 
matter in Buyers Reference Section at regular 
single insertion rates. First forms close Oct 1. | 


RESTRICTIONS 
ON BANK COPY 


Boston, Mass., Sept. 17—Adver- 
tising men who are fond of telling 
banks to humanize their copy were 
answered by L. W. Munro, North- 
eastern manager for Doremus & 
Co., who described some of the diffi- 
culties lying in the path in an ad- 
dress before the commercial depart- 
mental of the Financial Advertisers 
Association. 


“The most profitable customer of 
the high-grade banking institution,” 
Mr. Munro pointed out, “is a man 
accustomed to dealing with facts 
and figures who is not particularly 
interested in reading through a lot 
of human interest copy in order to 
get at the point of the advertise- 
ment. 


“Likewise, it is hard to make 
financial copy attractive. The New 
York Stock Exchange does not per- 
mit members to use illustrations, 
except the authorized illustration of 
the Exchange building. It does not 
permit members to use flashy bor- 
ders, blind headlines or make indefi- 
nite statements. 


Can’t Give Prices 


“They cannot even state definite 
prices of securities listed on the 
New York Stock Exchange, because 
these prices are constantly changing 
and might be inaccurate when the 
advertisement appeared.” 


Mr. Munro said a bank could run 
a modest national campaign for 
$40,000, and indicated some of the 
probable results. 


“It is as important for certain 
banks to conduct national advertis- 
ing campaigns,” he commented, “as 
it is for others to stay away from 
such advertising.” 


However, he pointed out, the na- 
tionalization of big business indi- 
cates national advertising to a 
larger number of banks than ever 
before. 


Initialed Stationery 
Packed in Cellophane 


The Maryland Stationery Co., Bal- 
timore, is selling monogrammed sta- 
tionery in cellophane wrappers 
through retailers. 

Each packet contains 50 sheets 
and 25 envelopes, selling for 49 
cents. 


New Book Covers 
1930 Harvard Awards 


The McGraw-Hill Book Co., New 
York, has issued an 150-page volume 
on the 1930 Harvard Advertising 
Awards, showing the winning copy 
and explaining why it was selected. 
The price of the new volume is 


$2.50 


Greet Reading Mayor 


The Reading Advertising Club 
cancelled its meeting this week in 
order to join other civic organiza- 
tions in a luncheon to the Lord 
Mayor of Reading, England, after 
which the Pennsylvania city is 


named. 


SOMETHING TO 
BE DONE ABOUT 
COPY: BENSON 


Boston, Mass., Sept. 17—“‘One ex- 
pert recently remarked that peri- 
odicals are now accepting copy 
which no advertiser would have 
dared offer them six or seven years 
ago.” 

In these words, John Benson, 
president of the American Associa- 
tion of Advertising "Agencies, sum- 
marized for the Financial Adver- 
tisers Association the progress made 
by competitive copy. 

“The great bulk of advertising is 
sound,” said Mr. Benson, “but there 
is a substantial minority which is 
not, and that is enough to bring 
discredit on the whole. 

“Something has got to be done 
about it and something is going to 
be done. The only question is how 
and by whom. Some believe there 
will be Government censorship if 
the situation does not improve. This 
is something we must avoid.” 

Mr. Benson said advertising as a 
whole is not convinced of the ne- 
cessity of any change. One school 
of thought believes advertising 
should put the consumer’s interest 
first and should never seek to gain 
any advantage by imposing on his 
confidence in the printed word. 

“The other school,” said Mr. Ben- 
son, “maintains that advertising is 
and always will be a form of special 
pleading, like a lawyer’s brief, with 
the sole aim of making sales. 


Other Viewpoint 


“Certain rules of honesty and de- 
cency must be observed, but beyond 
that the advertiser has a right to 
put his best foot forward and keep 
all others out of sight. It is up 
to the reader to supply any contra 
facts. 

“It is perfectly all right for one 
advertiser to undermine another, 
provided he tells the truth, even 
though not all of the truth. This 
school also argues that to be effec- 
tive, copy must be directed at the 
mind of the reader. If that cannot 
stand too bald a frankness, some 
embellishment or exaggeration is in 
order.” 

Mr. Benson said that while his 
own leaning is toward the first 
school, it will probably be necessary 
to take a middle course, gradually 
improving advertising and public 
confidence in it without stripping it 
of its persuasive approach. 

He quoted a New York agency as 
follows: 

“Now and then, an advertising 
campaign is built up around an at- 
tractive lie. Results are often grati- 
fying, for the public dearly loves a 
glimpse of fairyland. But, having 


| lined up to a lie, the advertiser can’t 


go back to the truth. Every few 
months, he must add a fresh coat of 
bunk. What started as a touch of 
color on the cheek-bones becomes in 
time like the ghastly make-up of 
haggard age—and no longer allures. 

“It takes a little longer to win 
public respect with the truth. But 
the truth never wears out or grows 
stale. Truth reseeds itself year 
after year. It is a solid rock on 
which to build a business. 

“When the truth about a product 
is convincing, the advertising should 
be truthful. If the truth is not 
enough, we are not interested in the 
account.” 


Only One Factor 


Answering a question as_ to 
whether or not advertising has 
failed to deliver in the present de- 
pression, Mr. Benson said the ques- 
tion is too involved for an answer 
because advertising gets too much 
credit for results and too much 
blame for failure. 

“It is not an independent force 
and can do little of itself,’ com- 
mented the Four A’s chief. “Too 
much depends on the product, mar- 


Finds Button 
Pushers Boost 


Cost of Sales 


Boston, Mass., Sept. 17—Topheavy 
executive staffs are partly respon- 
sible for the increase in retail sell- 
ing costs, Louis Fairchild, of Fair- 
child Publications, told the Boston 
Retail Conference. 

He said one store which com- 
pared volume for the first eight 
months of 1931 with the corre- 
sponding period in another year 
which produced about the same vol- 
ume of business found that it took 
$125,000 more executive personnel 
to produce the 1931 volume. 

The ax was used with telling effect. 

Mr. Fairchild said that training 
saleswomen for efficiency and then 
creating interest and pride in the 
job are effective ways of cutting 
sales costs. 


ket, price, distribution, consumer 
whim and competition. 

“The advertiser with the same old 
product, in the same old package, at 
the same old price, for the same old 
use, has not made much of a dent 
with his recent advertising. Some 
advertising has gone stale. It should 
be news and you cannot make news 
out of mere headlines, as so many 
try to do. You have got to have 
substance behind it.” 

Answering another query, Mr. 
Benson said advertising probably 
contributed to the depression but 
that it also prolonged the boom. 

Mr. Benson said newspapers need 
a scientific rate structure. In one 
city with a population of 458,331 
and an income tax record of 19 
people per return, it costs only 25 
cents a line to cover the market 
with two papers, while in another 
with 442,798 people and 23 per in- 
come tax return, it costs 38 cents 
for two papers and 58 cents to use 
all three. 


Absolve Stations in 
Medical Broadcast 


The Federal Radio Commission 
has absolved seven stations in the 
New York-New Jersey district of 
charges of broadcasting medical 
programs of an objectionable char- 
acter. 

The Commission said the Hudson 
Clinic, of Jersey City, “is being se- 
verely criticized by the medical pro- 
fession, but the broadcasts contain 
nothing upon which criticism might 
be based.” 


Most Goods Sold 
on Fifth Effort 


About 60 per cent of goods is sold 
retail merchants on the salesman’s 
fifth call, Arthur H. Brayton, editor 
of the Dry Goods Merchants Trade 
Journal, Des Moines, told the Mil- 
waukee ’ Advertising Club at its first 
fall meeting. 

Records kept by 1,000 retailers for 
six months showed that 48.2 per 
cent of salesmen make one eall; 24.4 
per cent, two calls; 14.7 per cent, 
— calls and 12.7 per cent, four 
calls. 


Single Sales Force 


for Two Companies 
The Ambler (Pa.) Asbestos 
Shingle & Sheathing Company will 
sell its line through a combined 
sales force under the name of the 
Keasbey & Mattison Company, the 
parent organization. 
The subsidiary produces asbestos 
shingles, Waltile and Linabestos. 


To Feature “Skippy” 
Greenebaum Bros. & Co., Phila- 
delphia makers of boys’ shirts, 
blouses and pajamas, have acquired 
Percy Crosby’s “Skippy” as a trade- 
mark and decorative motif on a new 
line of boys’ wear. 


Peltier to Agency 
After 12 years with the Henry 
Vogt Machine Co., Louisville, Ky., 
H. D. Peltier, industrial advertising 
expert, has joined the Staley Adver- 
tising Agency, Fort Wayne, Ind. 


Free Tea with Coffee 
Chase & Sanborn, a division of 
Standard Brands, are offering a free 
package of tea with every one- 
pound coffee purchase in a news- 
paper campaign. 
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KLING-GIBSON 
LOSE IDENTITY 
IN NEW MERGER 


Critchfield & Co. Absorb Young 
Chicago Agency 


Chicago, Sept. 17—The business 
and personnel of the Kling-Gibson 
Company have been merged with 
Critchfield & Co. Scott S. Smith 
will continue as president of Critch- 
field & Co. Leroy A. Kling and 
Francis J. Kaus, who have been 
president and vice-president, respec- 
tively, of the Kling-Gibson Com- 
pany, have been added to the staff 
of vice-presidents of Critchfield & 
Co., consisting of Irving R. Allen, 
Edward P. Nesbitt, Edward H. 
Weiss and Ignatius Barnard. Mr. 
Kaus will manage the New York 
office of Critchfield & Co. 

Roy J. Birkle remains as treas- 
urer and Roy C. Serymiger, secre- 
tary. 

Mr. Kling brings to Critchfield & 
Co. the clients previously served by 
the Kling-Gibson Company and the 
same executives will service the ac- 
counts. 

Others joining the Critchfield staff 
are John A. Bairnsfather, who has 
been treasurer of Kling-Gibson; C. 
E. Bonnesen, who has been space 
buyer; Arthur F. Marquette and 
Claude C. Hopkins. 


Home on Avenue 


New offices of the consolidated or- 
ganization will be located in the 
Willoughby Tower Building at 8 S. 
Michigan avenue, Critchfield & Co. 
leaving the quarters at 14 East 
Jackson boulevard occupied for the 
last seven .years. The New York 
offices will be at 230 Park avenue, 
while complete service facilities will 
be maintained at Fourth and Nicol- 
let, Minneapolis. 

In announcing the consolidation, 
effective as of September 1, Mr. 
Smith paid a tribute to Mr. Kling, 
whose long experience in advertising 
foods, drugs and specialties will 
greatly strengthen the organization, 
he said. 

Critchfield & Co. is one of Chi- 
cago’s oldest agencies, dating back 
to 1892. Its record has been one of 
solid growth and _ development. 
While the Kling-Gibson Company is 
considerably younger, having been 
formed in 1919, it has successfully 
served a large number of important 
advertisers. 


Bosses Reo Copy 
George W. Eversman, for the past 
five years a sales promotion execu- 
tive of the Reo Motor Car Co., 
Lansing, Mich., has been appointed 
director of advertising and sales 
promotion. 


EXECUTES COUP 


Scott S. Smith 


‘‘Czar’’ Program 
Is Adopted by 


Fire Insurance 


Hartford, Conn., Sept. 17—The 
fire insurance field will soon have a 
“ezar” similar to Judge Kenesaw 
Mountain Landis of baseball or Will 
Hays of the movies, according to 
plans of the newly-formed Insurance 
Executives’ Association, in which 
115 fire insurance companies are 
represented. 

Within three months this associa- 
tion will select as president an out- 
standing business man not con- 
nected with fire insurance who will 
be given broad powers and firm sup- 
port in deciding general policies and 
conduct for fire insurance in this 
country. 

The governing committee is com- 
posed of Richard M. Bissell, presi- 
dent of the Hartford Fire, who will 
be the chairman of the _ board; 
George G. Bulkeley, Springfield Fire 
and Marine; Sheldon Catlin, vice- 
president, Insurance Co. of North 
America; 

Paul L. Haid, president, American 
Fire groups; William H. Koop, 
Great American companies; Wilfred 
Kurth, Home group; Edward Milli- 
gan, Phoenix (Fire) group; C. F. 
Schallicross, United States manager, 
North British & Mercantile, and 
Harold Warner, Royal - Liverpool 
group. 

The governing committee will 
have selection of the president, who 
will be paid a large salary. All 
members, associating voluntarily, 
agree to submit themselves to rul- 
ings of the executive, who will have 
absolute authority. 


Picked by Haviland 
W. I. Tracy, Inc., New York, has 
been appointed by Theodore Havi- 
land & Company, of that city, 
makers of Haviland china. 


| braska Press Association and of the 
| National Association of Newspaper 
| Managers, made it possible for ad- 


| vertisers to buy weekly newspaper 


BUCK RESPONDS 


— TO"THIRTY” 


Lincoln, Neb., Sept. 17—Ole Buck, 
59, who as secretary of the Ne- 


circulation with definite knowledge 
of what they were getting, died at 
his home here the night of Sept. 13. 

Mr. Buck suffered a _ nervous 
breakdown following his return 
from Chicago a week ago, where 
he attended a meeting of field man- 
agers. Before going to Chicago, he 


| attended a meeting in Omaha, where 


the Nebraska Press Association re- 
elected him to the office he held con- 
tinuously since February, 1917. 

Mr. Buck was born in Dewitt 
County, Ill., Nov. 19, 1871, and he 
summarized the event in these 
words: 

“IT had the usual poor but honest 
parents. My arrival created such 
a sensation that the City of Chicago 
was burned to celebrate the event.” 


Injured as Child 


Early in life, Mr. Buck had one 
leg so badly injured he was unable 
to attend school. Three years at 
school constituted his entire book 
learning, but he profited well from 
the school of experience. 

Mr. Buck turned his newspaper 
over to his daughter, Naomi, when 
he entered association work. He 
co-operated closely with the Amer- 
ican «Association of Advertising 
Agencies in the development of a 
standard auditing torm tor weekly 
newspapers. This form and his ef- 
forts to bring order out of the chaos 
enveloping country weekly circula- 
tions won the endorsement of the 
National Editorial Association. 

Mr. Buck also was a member of 
the staff of National Printer-Jour- 
nalist and United States Publisher, 
Springfield, Il. 


Represents Service 
Donald Karberg, who formerly 
operated an advertising agency in 
Spokane, Wash., has become Port- 
land (Oreg.) representative of the 
Pacific Coast Advertising & Pub- 
licity Service, Seattle. 


Brooklyn Paper Buys 


Shoppers’ Guides 

The Brooklyn Daily Eagle has 

bought the Home Talk-Item, pub- 

lished Wednesday, and the Home 

Talk-Star, published Friday, and is 

distributing both papers with the 
Eagle. 


Issue Buyer’s Manual 
The Merchandise Managers’ Divi- 
sion of the National Retail Dry 
Goods Association, New York, has 
ssued the second edition of “The 
3uver’s Manual,” the first edition 

of 6,000 having been exhausted. 


ADD ANOTHER DIMENSION TO RANGE COPY 


te 


electric 


Less than a Penny a Meal per Person 


ELECTROCHEF 
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_ Walker & Co., Detroit, have installed this spectacular sign to supplement painted bul- 
Jetins and newspaper copy on the Electrochef. The recessed cut-out reproduction of the 
range approximates reality. Double current is used in the neon tubing in the lettering. 


No. 2 of a Series 


In which we 


vulgarly 
mention money 
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NUMBERS DON’T MEAN A THING. 
99X99=+99-—99=0 


5,004 ice men are not 5,004 architects. Even less are 
—— lb hb hb OA 


they 5,004 architectural offices. The purchasing powe. 


as as as 
Cc /C /€ 


of 5,004 ice men is something you can count up on 


e¢¢ 


your fingers. The purchasing power of 5,004 architec- 


tural offices takes aslide rule—at minimum it would be 
—$$$ x+xX+ 


5,004 x $100,000which totals $500,400,000.00(and 


what a wizard at figures that boy has turned out to be!) 
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Do the “yes” and “‘no”’ gentlemen in *our 5,004 ar- 


kt ‘ 


chitects’ offices (with all this dough to spend) know 


your products enough to give you preference? Or well 
A-| 


enough to put in the old ““O.K.”’ when you offer your- 


VJ/ 


self as an “‘or equal?” 


ARCHITECTURE 


THE CREAM OF THE ARCHITE CES 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 
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What Does the Public Want? 


The answer to today’s merchan- 
dising problems, say some experts, 
is to go direct to the public and 
ask buyers specifically what they 
want. Then make the product along 
the lines thus indicated, and you 
have the perfect and complete an- 
swer. 

Such a plan, it is also insisted, is 
the only one which will reveal the 
correct advertising procedure. Until 
the public has made clear the chief 
requirements of a given type of 
product, the advertiser is merely 
guessing when he makes his appeal. 

No one can quarrel with the idea 
of finding out everything possible 
about the market, and that of 
course includes knowing as much as 
possible about the likes and dislikes, 
prejudices and predilections, of the 
buying public. The objection comes, 
however, in assuming that the pub- 
lic itself can write the answer, and 
that the mere accumulation of facts 
of this kind makes it impossible for 
the manufacturer to go wrong. 

As a matter of fact, the greatest 
business successes in the world have 
been achieved by men who created 
and developed an idea, and then 
went out to tell it to a somewhat 
uninterested public, which had to be 
aroused to the need of a product for 
which the demand had been latent 
if not actually non-existent. The 
public didn’t know what it wanted, 
as far as that particular product 
was concerned. 


Suppose someone had _ stopped 
Henry Ford on the street twenty- 
five years ago and said, “Now, 
Henry, it’s like this. You are trying 
to build an automobile, but you 
really ought to slow up until you 
find out what the public wants. 
Let’s make a survey for you—we’ll 
find out whether gas or steam, 
water-cooled or air-cooled, four cyl- 


inders or six, represent the public 
demand—and then you can go back 
to work with the assurance that you 
will be successful.” 


The chances are that if someone 
had made such a suggestion, Henry 
Ford would have listened and then 
gone on his way. He may not have 
been sure of what the public wanted 
—but he was absolutely certain of 
what Henry Ford wanted. 


One of the reasons why advertis- 
ing is indispensable to modern mer- 
chandising is that the public’s ideas 
have to be formed for it, by the con- 
stant presentation and reiteration of 
an attractive picture. The speed 
with which electric refrigeration has 
been put over is not entirely because 
the manufacturers have been in- 
formed as to what the public wants 
in that field—but because they have 
made the public want what they 
have produced. 


Advertising has sold the general 
idea of the advantages of automatic 
refrigeration, and at the same time 
has created a demand for the par- 
ticular products now available in 
this field. They may not be perfect, 
but they are the only things the 
public knows about. 

Let’s keep on studying the public, 
asking what it likes and what it dis- 
likes. The latter will probably be 
more revealing than the former. 
The chief advantage of querying 
Mr. John Public is to see how the 
present product is working out—and 
to eliminate the bugs in the next 
one. 

The big merchandising and adver- 
tising successes, however, will con- 
tinue to be those in which fresh and 
original ideas for public service are 
presented—most of the time to the 
utter astonishment of an admiring 
and open-mouthed public. 


The Factor of Personal Enthusiasm 


Should an account executive be- 
lieve so firmly in the product for the 
advertising of which he is respon- 
sible that his enthusiasm will put 
new drive and sparkle into the cam- 
paign? Or does it matter much 
what he personally thinks of it? 

The questions are suggested by 
the story of an important account 
which recently changed hands. The 
product is in the field of household 
appliances, and apparently has many 
advantages which can be sold to the 
public. The account executive in 
the agency which handled it initially 
was an experienced and clever ad- 
vertising man, whe admitted that he 
knew exactly how the product was 
to be put over. It happened, how- 
ever, that the campaign was one of 
the biggest flops of the year, and the 
change to another agency was al- 
most a foregone conclusion. 

It later developed that this ac- 
count executive was not personally 
interested in the product. He does 
not care to have too many new- 
fangled products in his own home, 
but rather lears toward the idea of 


the utmost simplicity in livirg. He 
was willing to sell the goods to the 
public, but he didn’t enthuse over 
them very much, as far as his own 
personal activities were concerned. 

It may be said in his behalf that 
his personal attitude toward the 
product did not affect his profes- 
sional attitude toward it; and that 
his study of the merchandising and 
advertising methods which would be 
required to put it over was just as 
carefully and intelligently carried 
out as if he had been the most un- 
bridled fanatic on the subject. But 
was it? 

Advertising involves so much psy- 
chology, and must take into account 
the user attitude to such an extent 
that a mighty good argument could 
be made on the proposition that 
every man concerned with advertis- 
ing a given product should experi- 
ence its use and should be an expert 
on that subject in so far as possible. 

Perhaps, after all, there is no sub- 
stitute in advertising for enthusi- 
asm, any more than in personal 
salesmanship. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


293. Does Radio Sell Goods? 


The Columbia Broadcasting Sys- 
tem presents this new analysis of 
radio advertising and its effective- 
ness, based on 100,000 mail ques- 
tionnaires distributed in equal parts 
among ten cities. The basis for the 
report is a comparison of purchases 
of non-radio owners with those of 
radio owners, where th® groups are 
in the same approximate financial 
level. 


294. The Buyer Maker. 


Readers of ADVERTISING AGE who 
have followed the advertising of 
Scribner’s will be glad to get this 
book of reprints of some of the copy. 
An introduction by the magazine 
stresses the position of its readers 
as “opinion makers.” 


295. Market Facts About Arkansas. 


This booklet gives the story of Ar- 
kansas with the help of figures from 
the Bureau of the Census, and tells 
how the newspapers making up Ar- 
kansas Dailies, Inc., tap the buying 
power of the state. The service ren- 
dered by these newspapers is also 
described. 


296. $150,000,000. 

The Dubuque (Iowa) Telegraph- 
Herald estimates the annual retail 
volume in its trade area at this fig- 
ure. Basing its claim on census fig- 
ures, it reports that per capita sales 
in Dubuque itself are $588.49, con- 
siderably higher than the national 
average. 


287. Home Consumption Products in 
Hawaii 

The Honolulu Star-Bulletin is the 
author of this study of Hawaii as a 
market. One of the features of the 
60-page booklet is a comparison of 
the relative popularity of brands, 
based on an analysis of the stocks of 
373 retail establishments. The sur- 
vey also throws light on the ques- 
tion of distribution. The leading 
cereal, for instance, was found in 
only 199 out of 373 stores. 


21. The Hospital Field. 

Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


289. Food Industries. 


The market covered by Food In- 
dustries is described in concise form 
and without any attempt at drama- 
tization in this folder. The publica- 
tion places the value of food prod- 
ucts at 11 billion dollars at the fac- 
tory, with a retail value of 20 bil- 


it is concerned, however. 


232. Church Building Plans for the 
Future. 


This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 


able for more uses than worship 
alone. 


lion. It is manufacturing with which 


—_ 


FOILED AT LAST 


—College Humor. 


Voice of the Advertiser 


First to Seek 


Doctors’ Endorsement 


To the Editor: We were inter- 
ested in your news story about a 
manufacturer of face powder seek- 
ing medical endorsement of his 
product for hay fever patients. 


For over two years Outdoor Girl 
Face Powder has been recommended 
to nurses and doctors for that pur- 
pose along with the medical work 
we are doing on one of our other 
products. 


You will, no doubt, be interested 
in the enclosed advertisement which 
appeared in the Journal of the 
American Medical Association of 
June 20, 1931. 


We believe this exploitation of a 
face powder free from orris root 
antedates any other campaign on the 
subject. 


S. PICKER, 
Adv. Director, Crystal 
Chemical Co., New York. 


* * * 


Gardner Explains 


Coast Affiliation 


To the Editor: There seems to be 
misinterpretation as to just what 
the Gardner Advertising Company 
and Botsford-Constantine arrange- 
ment is. 


There has been no merger of these 
companies. The Gardner Advertis- 
ing Company continues as it has 
heretofore with the undersigned as 
president and directing head. 


We have purchased a substantial 
interest in the Botsford-Constantine 
Company and the latter company 
has become a stockholder of the 
Gardner Advertising Company. The 
name of the Botsford-Constantine 
Company has been changed to Bots- 
ford, Constantine & Gardner. 


E. R. Gardner has been elected a 
director of Botsford, Constantine & 
Gardner, and D. M. Botsfurd has 
been elected a director of the Gard- 
ner Advertising Company. Each 
company will operate independently 
as heretofore but in close co-opera- 
tion with the other. 


H. S. GARDNER, 
Pres., Gardner Advertis- 
ing Co., St. Louis. 


* * * 


Why the Editor 
Came Back to Town 


To the Editor: When I wrote you 
last week it was on F. Darius Ben- 
ham, Inc., stationery and a business 
ecard of my present connection was 
enclosed. I also enclosed a reprint 
of an announcement which appeared 
in 1925 when I became associated 
with the Charles C. Green agency. 


I presume I am at fault in not 
making the matter more clear but I 
have the feeling that the card and 
clipping became separated from the 
letter. Hence, the item appeared 
that I was connected with the 
Charles C. Green Agency. However, 
this was not a serious mistake as I 


CRYSTAL COPY 


BABY TALCUM 


Fine for Baby s Rody—Fine for Everybody” 


CIENTIFICALLY prepared accord- 
S ing to the formula of an inter- 
nationally known pediatrician, Z. B.T. 
neutralizes the acidity of perspiration 
and urine ... Free from lime or other 
harmful irritants... Endorsed by lead- 
ing physicians, nurses and hospitals ...Sold by 
leading druggists everywhere. 


SAMPLES to Hospitals, Dispensaries, Physicians 
and Nurses,upon request. 


In 3 Sizes to retail 
at 10c, 25¢ and SOc 


CRYSTAL CHEMICAL CO. 
Bronx, N. Y. 


Reprint from the Journal of the AMERICAN MEDICAL ASSOCIATION 


still have an interest in the agency 
and it is one of my important con- 
tacts. 

The incident proved “It is an ill 
wind that blows no good’ because 
this news item certainly shows that 
ADVERTISING AGE is widely read in 
New York City. A great many of 
my friends called me up regarding 
this new connection. 

Another friend told me that after 
reading my testimonial he sent you 
a dollar for a subscription—the first 
advertising paper he has ever sub- 
scribed for and he is an old-timer 
in the game. 

If I had run an advertisement in 
our paper and had received as much 
attention as the news item I would 
certainly have been delighted with 
the results. 


CHALMERS L. PANCOAST 
F. Darius Benham, Inc., 
New York 


* * * 


Paint Ben Franklin 
as Advertising Man 
To the Editor: Benjamin Frank- 
lin as an advertising man and pub- 
licist is the interesting subject of a 
new oil painting executed by the 
Countess Zichy for Mark O’Dea, and 
recently featured at an important 
exhibit of Frankliniana held at the 
Enrich Galleries, New York. 


As far as known it is the first 
painting of the versatile Franklin 
which acknowledges him as_ the 
father of American advertising. 
Consequently this notable picture 
has created widespread interest and 
discussion. 

It will be officially unveiled at the 
annual meeting of the International 
Benjamin Franklin Society in Janu- 
ary, and thereafter will hang in the 
 aiaaee rooms of Mark O’Dea & 

0. 


L. W. GIELLERUP, 
Vice-Pres., Mark O’Dea 
& Co., New York. 
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ADVERTISING AGE 


————— 


RESTLESS HANDS IN MATTRESS COPY 


“Your feelers must relax before your body can,” ac- 
cording to the campaign of the Master Bedding Makers of 
America. 


MERGE EFFORTS 
IN BEHALF OF 
NEW MATTRESS 


40 Manufacturers Back of 
Spring-Air 


Holland, Mich., Sept. 17—Through 
a plan devised by the Charles Karr 
Co., manufacturer of mattress 
springs, and the Chicago office of 
Albert Frank & Co., 40 manufactur- 
ers have combined to put on the 
market a new nationally advertised 
mattress, the Spring-Air. 

This organization, the Master Bed- 
ding Makers of America, is com- 
posed of mattress manufacturers 
who have hitherto done a local or 
sectional business under their own 
brands. 

In return for the right to use the 
nationally advertised name on their 
product, they agree to manufacture 
a mattress meeting uniform speci- 
fications, using the Karr spring, 
to limit sales to an exclusive terri- 
tory, to adopt uniform dealer poli- 
cies, and to pay half the cost of the 
national advertising. The other 
half of the cost is borne by the 
Charles Karr Co. 

A new method of testing mat- 
tresses will provide the basis for the 
advertising. It originated in the 
idea that the hands and feet must 
relax before sleep is possible, and 
copy will urge consumers to study 
their “feelers” as indices of mattress 
performance in overcoming nervous 
tension. 


Unusual Illustrations 


The copy will be illustrated with 
large photographs of hands or feet, 
and headlines will start to bridge the 
gap between the attention-arrest- 
ing device and the product with such 
statements as: 

“Your feelers must relax.” “Try 
this better way of sleeping.” “Let 
your feelers guide you to better 
sleep.” “What your feelers mean 
to you in choosing a mattress.” 

The feelers story is told as fol- 
lows in one of the opening adver- 
tisements : 

“Start studying your feelers... 
especially when you are on your 
way to sleep. You will notice that 
your hands move about in quest of 
a relaxed position—often finding it 
in some queer turn or angle. 

“Your feet will shift from one 
position to another seeking to break 
nerve tension. When you begin to 
analyze this feeler quest for relaxa- 
tion you will realize for yourself 
that your feelers must relax before 
your body can. 

“And then you will have a totally 
new understanding of sleep—because 
you will have discovered for your- 
self that the most important fea- 
ture of sleep is relaxation. And 


you will be interested to know that 
a mattress has been developed to 
provide easily, naturally, such com- 
plete relaxation as has never before 
been available.” 

The merchandising plan for the 
Spring-Air mattress calls for an ex- 
clusive dealer in each city, in most 
cases a leading department store. 
The campaign as originally written 
consisted of six 1200-line news- 
paper advertisements for insertion 
at weekly intervals beginning this 
week. 


Dealers’ Viewpoint 


In merchandising the proposition 
the plan met with considerable ob- 
jection from the dealers. In all 
cities except Rochester and Buffalo, 
they asked that a series of 12 600- 
line advertisements to run weekly 
be substituted. 

They also objected to advertising 
three styles, soft, firm and medium, 
stating that the necessity for the 
consumer to make a choice would 
complicate the selling job and might 
lead to exchanges. 

Dealers in 25 cities, most of them 
in the South, asked that the opening 
of the campaign be postponed two or 
three weeks. 

The introductory campaign will 
not appear in New York, Chicago, 
Philadelphia and Boston, because 
not more than one newspaper in any 
city will be used and newspaper 
representatives working together 
convinced local members of the as- 
sociation that it would be impossible 
to do the job with the one news- 
paper selected. 

The president and merchandising 
genius of the Charles Karr Co. is 
the Charles Karr who made his rep- 
utation as sales manager of the Hol- 
land Furnace Co. When he re- 
signed this position in 1928 as the 
result of a change of ownership, he 
was approached by several score 
townsmen who offered to support 
him financially in any business he 
might select. 

“We think you can sell anything,” 
they told him. 

While Mr. Karr did not take ad- 
vantage of the offer, the sentiment 
of his fellow citizens encouraged 
him in his present venture. 


Buys Western Paper 
Enid Eleanor Smith, who became 
editor of Western Cleaner & Dyer, 
Seattle, at 18, has purchased the 
interests of M. B. Smith and James 
Griswold and becomes sole owner at 
21. 


Enforce Name Act 
The Pennsylvania Fictitious Name 
Act, forcing those doing business 
under an assumed or fictitious name, 
to register their names with the 
state will be enforced Oct. 1. 


New Seattle Agency 
Dan W. Gibson, for eight years 
with Milne-Ryan-Gibson, Inc., Seat- 
tle, has started Gibson-Advertising 
at 208 Columbia St., Seattle. 


Get Drug Account 
Churchill-Hall, Inc., New York, 
has been entrusted with the adver- 
tising of Efracoids, made by the 
Harris Drug Co., New York. 


Harry O. Reno, 
Publisher, Is 


Chicago, Sept. 17—Harry Otho 
Reno, aged 62 years, retired founder 
of the H. O. Reno Company, pub- 
lishers of’ Furniture Age, dropped 
dead Sept. 12 while walking along 
the sidewalk near the publishing 
plant. He suffered a severe stroke 
in December, but partially recovered 
and his sudden death came as a 
shock to his associates. 

Mr. Reno was born in Ft. Scott, 
Kansas, Aug. 9, 1869. His first role 
was that of a cowboy on the Texas 
ranges. Later he became a printer 
and for ten years worked on news- 
papers in Chicago and other cities, 
finally becoming publisher of a daily 
newspaper at Hot Springs, Ark. 

When his late brother-in-law, W. 
M. Wright, started the Calumet Bak- 
ing Powder Co., Mr. Reno joined 
him as a salesman and later became 
sales manager. He was known as 
one of the best salesmen in the 
country. 


In 1907, Mr. Reno started in busi- 
ness for himself and in 1921 he 
founded Furniture Age. About three 


Called by Death) 


———————— 


PUBLISHER DIES 


Harry O. Reno 


years ago he relinquished control 
and retired from active business. 

Mr. Reno was a great lover of 
horses and owned both harness and 
thoroughbred racing horses at vari- 
ous times. He disposed of his stables 
about 1925 to devote all his time to 
business. 

Mr. Reno is survived by two sons, 


Harry Daniel Reno, president of 
the H. O. Reno Company, and L. 
M. Reno, who is also associated with 
the business. The funeral was held 
Sept. 14, burial being in the family 
crypt in Rosehill cemetery. 


Plan Campaign for 
74 Cooking Schools 


Iowa Newspapers, Inc., Des 
Moines, is promoting a campaign 
for 74 cooking schools to be oper- 
ated by members. 

Considerable collateral advertis- 
ing will be developed, with benefit 
to all concerned, G. L. Caswell, man- 
aging director, said. 


Fowler Addresses Club 


George S. Fowler, vice-president 
of Pictorial Review, addressed the 
League of Advertising Women of 
New York at the first fall meeting 
Sept. 15. 


Chambers in Denver 


The Chambers Agency, of New 
Orleans, will open an office in Den- 
ver, with John H. Stumberg, of 
Baton Rouge, in charge. 


C. G. Mitchell Dead 


Clark G. Mitchell, who served as 
treasurer of the general organiza- 
tion for the international advertis- 
ing convention of 1929, died in Den- 
ver last week. 


The 


THE ONE 


FOR 1932 


period 


jonth 
NATIONAL 


OUTSTANDING 
ADVERTISING “BUY” 


The decision of The Western Home Monthly to proceed immediately 

with the extension of its field of distribution to embrace the entire 

Dominion of Canada, affords National Advertisers the timely oppor- 

tunity of An ne high class magazine circulation on a “depression- 
s. 


The Western Home Monthly has for thirty-one years held complete 
domination of the Western Canadian magazine field, and, in fact, 
enjoys the distinction of maintaining there a greater density of cover- 
age than any other magazine on the American Continent. 


Circulation Guaranteed 


September 1, 1931 | 


(September 


April 1, 1932 


October 1, 1932 


115,000 


nt order 130,000) | 
Rate $1.00 per line 


145,000 


Rate $1.25 per line 


180,000 


Rate $1.50 per line 


Contracts received on or before ber 
30, 1931, will be accepted for one full year 
from October 


rolled. 


ing a splendid acceptance from 


of unique reader interest. 


ag * substantial number of Eastern subscribers have been enr 

ith a guarantee of 115,000 copies per issue, the be 

printing order was 130,000. Fifteen hundred news dealers in Eastern 

Canada are enthusiastically —s the “Monthly” — and it is receiv- 
e@ reading public. 


The editorial policy will continue on the same plane of producing a 
clean, honest journal. New features will be added. The highest grade 
articles and fiction will appear. All Canada will now have a magazine 


continuous 


as high as 60,000 over the guarantee to those who place 
bona fide contracts at once. 


PUBLISHED AT WINNIPEG 


EASTERN OFFICE: 415 TORONTO HARBOR COMMISSION BLDG., TORONTO, ONTARIO 
WESTERN OFFICE: 713 HEARST BUILDING, SAN FRANCISCO, CALIF. 


“CANADA'S GREATEST MAGAZINE ” 


| 
Place Advertising Contracts | 
| 


$1.00 per line, effecting a clear saving of 
25c per line during the six months begin- 
ning April 1, 1932, in addition to the large 
bonus circulation. Unexpired contracts (ex- 
cept those for color pages) may be cancelled 
and new ones su 
contracts however, must involve the use of 
bona fide winter or spring schedules. Reser- 
vation contracts for 


At Once 


1st at the present rate 


| 
| 
| 
bstituted therefor. Such | 
| 


or the use of rate holders cannot be recos- 
nized. 


Color advertisers of the months following | 
September who are now contracted for 
space will automatically have the privilege 
of extending their aoe contracts to and 
including the mon 

Contracts received on and 
1931, will be accepted on a split-rate basis, 
bearing the rates applicable to the periods 
in which space is used. 


To Advertisers and Agencies 


Acvertisers using space during this ion progra will receive the 
Benen of py a Nenmage ned as. 


CONSULT YOUR ADVERTISING AGENCY AT 
ONCE, ORgWRITE THE; PUBLISHERS DIRECT 


HE WESTERN 


IME MONTHLY | 


advertising only, 


ber, 1932. 
October 1 
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ADVERTISING AGE 


September 19, 1931 


TAKE 3 YEARS 
TO BUILD UP 
COPY CLIMAX 


Don Patterson Tells Story of 
Kleenex 


Chicago, Sept. 17—The story of 
Kleenex was told to the Women’s 
Advertising Club of Chicago Tues- 
day night by Don Patterson, of 
Lord & Thomas and Logan, the ac- 
count executive. 


“Among the guests were Rebecca 
Sanger, agency copy writer whose 
genius is exhibited in the Kleenex 
copy; L. E. Meyer, advertising man- 
ager of the Kleenex Company and 
Col. George D. Gaw, city greeter. 
Col. Gaw outlined a plan whereby 
club members could assist in refut- 
ing Chicago’s unfavorable publicity. 

Mr. Patterson’s narrative brought 
out the importance of taking a long 
look ahead in the merchandising of 
new products. This procedure made 
it possible to plan Kleenex cam- 
paigns to achieve a crescendo effect, 
reiterating the same theme more 
forcibly from month to month and 
reaching a climax in approximately 
three years. 

The best illustration of the prin- 
ciple is the campaign to sell Kleenex 
as a substitute for handkerchiefs. 
It began three years ago with gen- 
eralties based on the convenience of 
using Kleenex when suffering with 
a cold, then dwelt for many months 
on the danger of re-infection when 
using handkerchiefs, instead of 
Kleenex, and the concluding copy 
now running declares, “Colds make 
handkerchiefs revolting.” 

Now that the climax in this cam- 
paign has been reached, a new series 
of advertisements will introduce and 
popularize for general use a new 
product to take the place of Kleenex 
as a substitute for handkerchiefs. 


Introduce Kerfs 


The new product is Kerfs. It is 
Kleenex in the form of handker- 
chiefs, retailing at 35 cents for fifty. 
It is packed in a black and silver 
package, imprinted in yellow and 
orange and labeled, “Kerfs—Sani- 
tary Disposable Handkerchiefs.” 

Mr. Patterson said Kleenex has 
appeared in four different packages 
since its introduction in 1924, each 
change being made in spite of in- 
creasing sales and the necessity of 
distinguishing the product from 
competing merchandise. 

The first package was intended 
for temporary use. Its design was 
copied from the Kotex package be- 
cause of the plan to introduce 
Kleenex through outlets for Kotex 
and the belief that Kotex consumers 
would automatically show good will 
toward a product vouched for by 
the same manufacturer. 

After a year, when the company 
went to work on cosmetic outlets, 
the product was repackaged in a 
plain light tan container. This was 
found to contrast unfavorably with 
the vivid hues of cosemetic contain- 
ers, so another package was created 
in black and silver stripes with the 
legend on a medallion. 

The present package, three years 
old, was inspired by the newest 
tendencies in cosmetic package de- 
sign. It was adopted simultaneously 
with the presentation of Kleenex in 
three colors, rose, green and orchid, 
the color scheme of the package in- 
dicating the color of the contents. 


Prepare the Market 


Though early tests’ indicated 
greater possibilities for Kleenex as 
a substitute for handkerchiefs than 
for use in removing cleansing 
creams, it was thought best to ex- 
pend the force of novelty on the 
more difficult task of selling the 
market for cosmetic use. 

Introductory copy appeared in the 
magazines in 1925. The news of the 
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A corner of the palatial office of John A. Drake, vice-president and Chicago manager 


for the Campbell-Ewald Co., 


Detroit. 


product was featured for two years, | 
and every effort was made to write | 
copy that would pull requests for a 
sample sufficient for a week’s trial. 

Newspapers were added the third 
year when the first campaign was 
reaching its climax with copy tell- 
ing about “dangerous, modern dirt,” 
the foe of beauty, and how efficaci- 
ously Kleenex and a good cleansing 
cream could remove it. The endorse- 
ments of movie stars were featured 
as expert testimony. 


This twist delighted manufactur- 
ers and retailers of face creams. 
The Colgate-Palmolive-Peet Co. 
showed its appreciation on one oc- 
casion by buying enough Kleenex to 
present four boxes to each of 18,000 
beauty shops as a Christmas pres- 
ent. 


The Colgate plan substituted for a 
sampling campaign contemplated by 
the Kleenex Company, which follow- 
ed up promptly with a sales drive 
featuring a special metal Kleenex 
container for beauty shop equip- 
ment. 


Seek Medical Support 


Sales promotion to the medical 
profession began with a direct mail 
piece to 4,000 eye, ear, nose and 
throat specialists offering a sample 
box, which brought 1,400 replies. 
The second mailing elicited 1,200 re- 
quests for samples, making a return 
of nearly 50 per cent on two mail- 
ings, and indicating the interest of 
the profession. The promotion has 
been consistently followed up with 
publication advertising. 


Thousands of homes were sampled 
through school teachers. Copy ad- 
dressed to them in their own pub- 
lications called attention to the com- 
mon cold as the greatest cause of 
pupils’ absences, and asked if it 
didn’t seem logical that less time 
would be lost if the danger of rein- 
fection through handkerchiefs was 
eliminated by using Kleenex. As 
absences mean extra work for teach- 
ers in helping children make up 
lost lessons, they rendered yeoman 
service in spreading the gospel of 
Kleenex sanitation. 


The best dealer promotion has 
been built around the idea that 
Kleenex helps to sell cosmetics and 
cold remedies. The company has fur- 
nished dealers with elaborate win- 
dow trims to display cosmetics and 
cold remedies along with its own 
product. 


The inference drawn was that the 
idea of Kerfs is as old as Kleenex, 
but that the new product was with- 
held until a large demand was 
created for the two uses, introduc- 
tory sales being easier if the product 
was supplied in form suitable for 
more than the one use. 


“FOOT IN MOTION” 


Ask Fairs to Remove 
Roadside Advertising 


With the fair season drawing to 
a close, the Outdoor Advertising As- 
sociation of Pennsylvania has asked 
fair associations of that state to 
remove all advertising matter from 
landscapes. 

At the same time, the outdoor men 
said the fair organization has been 
helpful in combating adverse legis- 
lation. 


McGraw-Hill Occupy 
New Publishing Plant 


The McGraw-Hill Publishing Co., 
New York, moved to its new plant 
on West 42nd Street, last week. 

All McGraw-Hill Publications are 
now being printed, bound and 
shipped from this plant. The papers 
heretofore published in Chicago will 
be moved to New York. 


Kansas City Office 
for Scott H. Bowen 


Scott Howe Bowen, Inc., radio 
station representatives, have opened 
a Kansas City office in the Pioneer 
Trust building. 

J. Hal Miller, late of McElhinney 
Associates, is in charge. 


Consolidate Plants 


The W. F. Hall Printing Co., Chi- 
cago, has moved equipment of the 
Rotoprint Gravure Co. of New York 
from Jamaica, Long Island, to the 
Dunellen (N. J.) plant of its re- 
cently acquired subsidiary, the Art 
Color Printing Co. 


Women Open Season 


The Philadelphia Club of Adver- 
tising Women opened its season 
Sept. 12 with an outdoor meeting at 
the home of Mrs. Caroline B. King, 
Arbor Cote, Beechwood Park. 


Labor Paper Weekly 


New York Labor World, hereto- 
fore published monthly, went to a 
weekly with its Sept. 17 issue. Paul 
Meyer and Associates are advertis- 


ing representatives. 


SHOE COPY GOES 
IN NEWSPAPERS 


New York, Sept. 17 — Reversing 
its former policy, the Julian & 
Kokenge Company, Cincinnati, 
launched its fall campaign for Foot 
Saver shoes this week, using news- 
papers exclusively. Rotogravure will 
be used in 19 papers, with black 
and white in 18 others. 

The United Advertising Agency 
is placing the campaign, consisting 
of three columns by 175 lines each 
week for five weeks. The copy fea- 
tures Foot Saver’s new free-walking 
last, described as “fitting the foot 
in motion.” 

Each advertisement in the series 
will list all local dealers handling 
the line. While dealers pay no part 
of this advertising, they must agree 
to supplement it with black and 
white copy in newspapers. 

A new campaign will run during 
the winter, F. G. Mettee, account 
executive, said. 


Papers on List 


Rotogravure papers included in 
the fall campaign are the New York 
Herald Tribune, Chicago Tribune, 
Cincinnati Enquirer, Boston Herald, 
Cleveland Plain Dealer, Denver 
Post, Detroit News, Kansas City 
Star, Los Angeles Times, Milwaukee 
Journal, Minneapolis Tribune, Pitts- 
burgh Sun Telegraph, Des Moines 
Register, St. Louis Globe-Democrat, 
Philadelphia Ledger, San Francisco 
Chronicle, Seattle Times, Baltimore 
Sun, and Washington Star. 

Papers in which black and white 
advertising will be used are the Lit- 
tle Rock Gazette, Jacksonville Times- 
Union, Atlanta Journal, Louisville 
Courier - Journal, Wichita Eagle, 
New Orleans Times-Picayune, Buf- 
falo  Courier- Express, Rochester 
Democrat and Chronicle, Omaha 
World-Herald, Dayton News, Okla- 
homa Oklahoman, Tulsa World, 
Memphis Commercial Appeal, Dallas 
News, Fort Worth Star-Telegram, 
Richmond Times-Dispatch, Indian- 
apolis Star, and the Indianapolis 
News. 


Elect October 22 


The American Home Magazine 
Publishers will hold their annual 
meeting at the Bismarck Hotel, Chi- 
cago, Oct. 22. 


Kester in Canada 


The Kester Solder Co., Chicago, 
opened a plant at Brantford, Can- 
ada, Sept. 15. 


PREDICTS FOOD 
REVOLUTION IN 
NEXT 10 YEARS 


Boston, Mass., Sept. 17—The food 
revolution of the next ten years will 
be greater than that of the last ten, 
Lewis W. Waters, vice-president of 
General Foods Corporation, told the 
Boston Retail Conference here this 
week, 

“Five hundred new ideas worthy 
of consideration come to our re- 
search department every year for 
investigation in our 20 laboratories,” 
said Mr. Waters. 

“About 50 separate investigations 
are being conducted all the time. 
These researches do not end in the 
test tube or laboratory oven. From 
500 to 1,000 housewives in all parts 
of the country furnish us the final, 
pragmatic test of each process and 
product before the public receives 
ag 

Mr. Waters described the develop- 
ment of quick-frozen meats by Clar- 
ence Birdseye. 

“The drugstore which sells every- 
thing but drugs has long been a sub- 
ject for amusement,” he said, “but 
what is one to think when he reads 
in Electric Refrigeration News that 
a meat packer has refused to service 
the quick-frozen meat case of a 
Pittsburgh druggist? 


The Changing World 


“Or that one company’s sales of 
waxed paper cartons leaped from 
18,000,000 a year to 20,000,000 in 
the first six months of this year be- 
cause of the demand for quick-frozen 
fruit juices, delivered by the milk- 
man? Or that a candy store in New 
Jersey has added a _ quick-frozen 
meat counter, attended by the same 
lady who packages the bon-bons? 

“Or that a Texas fisherman last 
year created a new industry by 
devising a process for freezing 
shrimps, which had not been mar- 
keted in this way before? 

“The change in packaging which 
has been partially brought about by 
the new refrigerating process is al- 
most as significant as the process. 
It is obviously inadvisable to quick- 
freeze a cow and it is impracticable 
to sell meat that the consumer can- 


not see. This has brought about 
packaging in water-proof, trans- 
parent cellulose wrappers. which 


show the buyer what he is getting 
while protecting his goods from con- 
tamination. 

“The census shows that the com- 
bination grocery-meat markets in 
955 cities of the country handle 34 
per cent of the food business, ex- 
ceeding the grocery by about 4 per 
cent and the meat market by 20. 
The combination store offers con- 
venience which the consumer has 
been quick to recognize. 


Traveling Apparatus 


“The latest frosting apparatus can 
be mounted on a truck and a pack- 
aging machine on another; or both 
can be used to equip a railroad car 
freezing room. With this apparatus 
it is possible to move from harvest 
to harvest and end all shipping 
wastes while guaranteeing the 
freshness of the product. 


“The apparatus could go to sea 
with fishing boats; into berry fields 
with the pickers; visit orange 
groves; call periodically at small 
stock shipping centers, and bring to 
city dwellers food as fresh as the 
farmer can obtain for himself. 


“Within a few weeks there will be 
on the Eastern market, hundreds of 
tons of fruits, green peas, yellow 
bantam corn, spinach, Cuthbert 
raspberries, Montmorency cherries, 
harvested in Oregon at the height 
of their ripeness and shipped frozen 
to Boston. Nothing now keeps the 
rancher from oysters in August but 
a few merchandising problems.” 

Mr. Waters said the Vita-Fresh 
process perfected for coffee by Gen- 
eral Foods Corporation seals out 
more than 99 per cent of the air, so 
that fresh coffee can now be sent to 
remote corners of the earth. 
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ADVERTISING AGE 


3 IMPORTANT INNOVATIONS IN SPACE BUYING! 


IDISCONTINUES | 
HSE OF FORCED 
COMBINATION 


Tp Sell Space In Individual 
Publications 


New York, Aug: 27—According & 


: ouncement is 
a triple-pointed nm Magasin. \ 
ae : the forced com > 
will — a tive with January. 
tion po will provide adver- 
1 coverage by 


this week, M 


tinuing the forced 
“idea,” dedlared J. Fred 


pongo i best an- 
== the seule of their own usiness. 


“We have had a very su 


an arbitrary ruling.” 


To Publish “My Story” 


In January, My Story, 


zine 0 
“il join Modern Screen and 


arn Magazines group. A 


iications individually ; 
A, consisting of 
Modern Romances, 
comprising all 
zines. n 
in eac t 
a a bought singly are 
gn a cost per page 
32.00, but the three 


or in Group 


1,000,000 circulation. 


Modern he 
, formerly 
sgn of S. S. Kresge.and 


Kress companies, 


odern Sereen and 


three of the maga- 


of the three maga- 


0 of 
combination 
will cost advertisers $1.50 per page 


Story 


d Modern Ro- 
sold exclusively in 


are now also “ 
tands in every city no 


a new 10- 
f true life — 

of the Mod- 
member dvertisers 


The American 
handling ——. 
magazines, : 
a. which is sold enti 
newsstands. 


—— 


distribution for 
ary also for My 
rely through 


“| believe that advertisers are justified in 


ad A 


advertising for less money. 


pointing to r 


commodity costs as a reason for getting more 


“To this end, we have put into effect three new policies for MODERN MAGAZINES which | consider to have 
broadened the value of advertising and doubled the buying power of advertising dollars.” 


Mary Totnes Publisher 


You Can Now Buy Any or All Modern Magazines! 


Reprinted from 
“Advertising Age” 
for August 29, 1931 


= enc combination rates provide 
economy, just as you earn an extra dis- 
count when you buy anything in quantity. But 
FORCED combinations FORCE the advertiser 
to support magazines that could not stand on 
their own feet, unaided by such pressure. 

MODERN MAGAZINES are no longer sold on 
a forced combination basis. They are the first 
— and only—chain store distributed media to 
abandon this policy—a policy which is un- 
necessary because each MODERN MAGAZINE 


ODERN SCREEN and MODERN ROMANCES 
M now supplement their Kresge and Kress 
chain store circulation by extending distribu- 
tion to newsstands in all cities not containing 
stores of these companies. And My Story sells 
entirely through newsstands. 

MODERN MAGAZINES thus become the first — 
and sole —store-distributed media to provide 


is capable of standing on its own feet. 

Use advertising space in any one, or two, 
or in all three MODERN MAGAZINES to meet 
your exact needs, and only because you 
believe it to be a good value. On what 
other basis can advertising space be bought 
intelligently ? 

Each MODERN MAGAZINE represents an amaz- 
ing value, BUT ALL THREE TOGETHER PRO- 
VIDE THE GREATEST ADVERTISING VALUE 
OFFERED BY ANY MAGAZINE. 


Newsstand Plus Chain Store Circulation! 
—The Only Store-Distributed Media to Provide COMPLETE National Coverage 


advertisers complete national coverage. 

There is no artificial stimulus to the circu- 
lation of MODERN MAGAZINES. Each copy is 
bought because it is wanted. It is REAL circu- 
lation—100% voluntary, single copy, non- 
subscription sale, reaching every trading area, 
everywhere. 


1,000,000 Circulation at $1300 a Page! 


—The Lowest Cost in the Field 


iN line with our new policy of SELECTIVE COMBINATIONS, in effect But you may buy all 1932 issues 


with the January issues, there are 5 ways in which you can use ad- 


vertising space in MODERN MAGAZINES: 


at the current low rates until 
October 20th, 1931: 


MODERN MODERN 


MY STORY MODERN 
SCREEN ROMANCES 


MAG AZINES 
GROUP A: 


$2.75 $1.25 $1.00 $3.50 
390.00 175.00 140.00 495.00 
780.00 350.00 280.00 990.00 
1100.00 400.00 1400.00 
1350.00 625.00 500.00 1725.00 
1650.00 750.00 600.00 2100.00 
1925.00 875.00 700.00 2450.00 
2475.00 125.00 900.00 3150.00 


MODERN MODERN MODERN 
MAGAZINES SCREEN SCREEN, 
GROUP B: & MODERN MODERN 
MOD. SCREEN, ROMANCES ROMANCES & 
MODERN COMBINATION MY STORY 
ROMANCES COMB'N 
& MY STORY 
1,000,000 Circulation 800,000 1,000,000 
Rates based on 600,000 800,000 
$3.75 Line Rate $3.25 $3.50 
530.00 1 Column 425.00 460.00 
1060.00 2 Columns 850.00 920.00 
1500.00 1 Page 1200.00 1300.00 
1850.00 Roto Page 1500.00 1625.00 
2250.00 Color & Black Pg. 1800.00 1950.00 
2625.00 2d& 3d Covers 2100.00 2275.00 
3375.00 4th Cover 2700.00 2925.00 


Compare these figures with the circulation 
and rates of any magazine or group of maga- 
zines and see what a tremendous value is 
offered you now in MODERN MAGAZINES: a 
rate per-page-per-l000 55% BELOW THE 
AVERAGE COST! 

Because present rates are still based on 
800,000 (though circulation has actually 


mounted to 1,000,000) advertisers will pay a 
cost per-page-per-1000 of only $1.30 on all 
1932 orders placed before October 20th, 1931. 

Compare that figure—$1.30—with the 
page-per-1000 cost of $2.91, the average 
for the 18 other leading magazines in the 
million-and-over class, and you'll understand 
why we consider MODERN MAGAZINES 


THE MOST OUTSTANDING VALUE IN ADVERTISING HISTORY 


MODERN MAGAZINES 


MODERN SCREEN - MODERN ROMANCES - MY STORY 


NEW YORK: 100 Fifth Avenue 


CHICAGO: Michigan Square Building 
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CLASSIFY 258 |__™esvorers 


U.S, PAPERS FOR 
CANADIAN DUTY 


Ottawa, Canada, Sept. 14—In | 
classifying 258 United States pub- 
lications for duty, the Canadian De- 
partment of National Revenue an- 
nounced changes of classification on 
The Police Gazette and Droll Stories. 
Both must pay 15 cents per copy, in- 
stead of lower rates previously as- 
sessed. 

Of the 258 papers newly classified, 
122 will be admitted free; 66 must 
pay 5 cents a copy; 12 pay 2 cents 
a copy, and 53 pay 15 cents a copy. 
In the last classification is College 
Humor. 


Two Cents a Copy 


The following papers must pay a 
duty of 2 cents a copy: 

American Accountant, American 
Journal of Physical Therapy, Com- 
merce and Finance, Current Re- 
searches in Anesthesia and Anal- 
gesia, Home Magazine, Horseman 
and Fair World, Judge, Junior Home 
Magazine; 

Merchants Record and Show Win- 
dow, The Nation, New Movie Maga- 
zine, Office Equipment Salesman, 
Printing Salesman, Radio Call Book 
Magazine, Sports Afield and Trail 
of the North Woods, Town Topics, 
Travel. 


Five Cents a Copy 


The following are classified at 5 
cents a copy: 

Abrasive Industry, American Hair 
Dresser, American Horse Breeder, 
American Photography, Aquatic 
Life, Arts and Decoration, Better 
Homes and Gardens, Beverage Jour- 
nal, Boxboard; Brooms, Brushes and 
Mops; California Citrograph, Cali- 
fornia Fruit News, Cracker Baker; 

Domestic Engineering, ‘Electric 
Journal, El Mundo Azucarero, 
Everybody’s Poultry Magazine, 


TRANSFERS 


After 18 years with Batten, Bar- 
ton, Durstine & Osborn, and its 
predecessor, George WN. Merritt 
has become vice-president in charge 
of sales promotion for the Porter 
Corp., Boston agency. 


Facts About Sugar, The Farm Jour- 
nal, Fibre Containers, Field and 
Stream, Ford Dealer and Service 
Field, The Foundry; 

Grocer’s Magazine, Hardware 
World; Heating, Piping and Air 
Conditioning; Hide and Leather, 
Hunter-Trapper-Trader, Implement 
Record, Tractors and Farm Equip- 
ment, Inland Printer, The Instruc- 
tor, Jersey Bulletin and Dairy 
World; 

Manufacturing Confectioner, Ma- 
rine Review, Modern Hospital, Mod- 
ern Mechanics and Inventions, Movie 
Makers, Nation’s Schools, Oil and 
Fat Industries, Optometric Weekly, 
Paper Industry, Paper Mill, Paper 
Trade Journal, Park and Cemetery, 
Petroleum Age, Polo, Poultry Item, 
Power Boating, Power Plant Engi- 
neering, Printed Salesmanship, Pub- 
lic Works, Rubber Age, The Rudder; 

Soap, Sporting Goods Dealer, 
Sporting Goods Journal, The Sports- 
man, Successful Farming, Tea and 
Coffee Trade Journal, Tobacco, Toy 


J. G. Byers—dean of electrical recording—announces 
the perfection of a new and greatly IMPROVED 


method of hill 


and dale (vertical cut) recording. 


It has no connection with any other system that may 


be offered by an 
only through the 


y other company. It will be available 
laboratory bearing his name. 


Do not fail to secure full details. Satisfy yourself that 
this new and improved product of J. G. Byers’ genius 
excels every other system employed in the manu- 
facture of hill and dale electrical transcriptions. 


J. G. Byers stan 
awarded first p 


dard LATERAL CUT transcriptions, 
lace by broadcasters everywhere, 


will continue to be available through this laboratory. 


BYERS RECORDING LABORATORY, Inc. 


1435 CHRYSLER BUILDING 


NEW YORK CITY 


SCOTT HOWE 


BOWEN, Inc. 


National Sales Representatives 


New York Chicago 
Chrysler Bidg. Wrigley Bids. 


Detroit 
Fisher Bldg. 


185 Devonshire St. 


Boston Omaha 


502 Barker Bldg. 


San Francisco 
875 Mission St. 


World, Toys and Novelties, Trunks 
and Leather Goods, Weekly Under- 
writer & Insurance Press, World 
Petroleum, Youth’s Companion. 


15 Cents a Copy 


The following must pay 15 cents 
a pound, but not less than 15 cents 
a copy: 

Air Stories, Airplane Stories, All 
Fiction Stories, All Star Detective 
Stories, Argosy, Battle Stories, Best 
Detective Magazine, Blue Book 
Magazine, College Humor, College 
Stories, Complete Movie Novel Mag- 
azine, Detective Action Stories, De- 
tective Book Magazine, Detective 
Classics, Family Journal, Five Nov- 
els Monthly; 

George Bruce’s Aces, Ghost 
Stories, Hollywood Romances, IIllus- 
trated Detective Magazine, Illus- 
trated Love Magazine, Man Stories, 
Master Detective, Oriental Stories, 
Popular Magazine, Rangeland Love 
Story Magazine, Real Detective, 
Star Magazine, Triple X Western 
Magazine, True Confessions, True 
Detective Mysteries, Two Gun 
Stories, War Aces, War Birds, West- 
ern Love Stories, Wild West Weekly. 


15 Cents a Pound 


The following papers must pay 15 
cents a pound, but not less than 35 
per cent ad valorem: ” 

ADVERTISING AGE, Cigar Boz, 
Confectionery Buyer, Dental Crafts- 
man, Earth Mover, Engravers Bul- 
letin, Explosives Engineer, Fuel Oil 
Journal, Highway Builder, Jewelers 
Journal, Modern Packaging, Optical 
Index, Seed Trade News, Textile 
Colorist, Weston’s Record. 


Enter Free 


On the free list are Extension 
Magazine and other religious papers, 
with the following: 

Agricultural Engineering Journal, 
Alumni Announcer, American Den- 
tal Surgeon, American Forests, 
American Journal of Mathematics, 
American Journal of Philology, 
American Journal of Surgery, 
American Labor Legislation Re- 
view, Army and Navy Journal, Art 
and Archaeology, A. S. M. E. News, 
Automotive Abstracts, The Auk; 

Elks Magazine, Geographical Re- 
view, Home Utilities Salesman, In- 
dustrial and Engineering Chemistry, 
Insurance Law Journal, Interna- 
tional Engineer, International Pe- 
troleum Technology, Journal of Ab- 
normal and Social Psychology, Jour- 
nal of American Chemical Society, 
Journal of American Concrete In- 
stitute, Journal of American Die- 
tetic Assn., Journal of American 
Osteopathic Assn., Journal of Dental 
Research; 

National Wool Grower, Nature 
Magazine, New Republic, Outlook 
and Independent, Primary Instruc- 
tor, Public Health Nurse, Screen 
Book, Screen Play, Typographical 
Engineer, Wee Wisdom, etc. 


Insurance Advertising 


Judged in New York 


In anticipation of the annual 
meeting, judges of the Insurance 
Advertising Conference met in New 
York last week and picked the best 
campaigns. 

There were 24 entries in the 
trophy group; 13 in the conservation 
group; 14 in the trade journal 
group, and 24 in the house organ. 

The judges included Fred A. 
Healy, of the Curtis Publishing Co.; 
Earnest Elmo Calkins, Calkins & 
Holden; F. C. Kendall, Advertising 
& Selling; Roger B. Hull, National 
Association of Life Underwriters; 
George Burton Hotchkiss and 
Thomas B. Stanley, New York Uni- 
versity; J. H. Payne, Associated 
Business Papers; H. A. Haworth, 
McGraw-Hill Publishing Co., and K. 
C. Crain, ADVERTISING AGE. 

Also present were Robert H. 
Pierce, Aetna Life, chairman of the 
exhibits committee; Arthur H. Red- 
dall, Equitable Life, secretary of the 
Conference and W. T. Young, of the 
Equitable. 


293,714 Hold Stock 


in General Motors 
The number of stockholders of 
General Motors Corporation reached 
a new high figure for the third quar- 
ter of 1931, with 293,714. 
The previous record was 286,378 
for the first quarter. 


FAMILIARITY INDEX RATINGS 


Brand Name 
Maxwell House Coffee............. 
Camel Cigarettes ....................... 
Old Gold Cigarettes 
Smith Bros. Cough Drops. 
Atwater Kent Radio 
I 
Canada Dry Ginger Ale... 
Ipana Tooth Paste.............. 
I, EIN scrintiestentnionessnesnassins 
Texaco Motor Oil............. 
Camay Soap a 
Exide Battery ....................-... : 


*Mid-year data for 1931. 


——__——_—_ 


1927 1929 1930 1931* 
. 94.0 94.5 94.3 95.5 
a: 96.7 95.8 97.1 
. 63.5 91.5 92.5 94.4 

94.0 88.0 92.2 93.4 

89.0 92.7 91.1 92.6 

91.1 91.5 90.8 93.9 

87.3 90.5 88.7 90.0 

63.2 69.2 78.8 83.3 

86.0 86.7 86.4 84.0 

82.5 82.0 84.6 
a 42.0 47.5 64.0 
65.7 60.7 64.8 63.7 


—School of Business, Columbia University. 


Rate Public’s 
Familiarity 
with Brands 


New York, Sept. 17—The depres- 
sion has had little effect on the na- 
tional advertiser’s investment in 
good will, declared Prof. H. K. 
Nixon of the School of Business, Co- 
lumbia University, in making public 
the 1931 figures of the Familiarity 
Index which is prepared annually at 
Columbia. 

Comparison of the data for 1929, 
1930, and 1931 with those for 1927 
failed to show any general falling 
off in the consumers’ knowledge of 
well advertised brands. 

“We find,” said Prof. Nixon, “that 
while there has been a slump in the 
market value of the securities of 
many companies, in most cases there 
has been no corresponding drop in 
familiarity of the brand name.” 

The figures are based on ratings 
secured from consumers in represen- 
tative districts throughout the coun- 
try. Different groups are used from 
year to year. 

“This index is not as accurate as 
a micrometer,” Prof. Nixon ex- 
plained, “but it does give a good 
general idea of the waxing and wan- 
ing of the public consciousness of 
advertised brands. Apparently this 
familiarity builds up rather slowly, 
and it also dies out rather slowly 
after the cessation of advertising. 

“Rubifoam Tooth Paste stands at 
8.0 on the index. This brand was 
once well known, but today it is re- 
membered only by the older genera- 
tion. That lingering trace of by- 
gone advertising continues to show 
up in our measurements after all 
these years.” 


‘Times’ Starts Course 
The New York Times will start 
a new course on “National Advertis- 
ing in Newspapers” to run 11 con- 
secutive Wednesdays starting Oct. 
7. There is no charge. Registrations 
will be accepted until Sept. 21. 


New Broadcaster 
Hankscraft Co., Madison, Wis., 
manufacturer of egg cookers and 
baby bottle warmers has appointed 
Arthur Towell, Inc., of Madison to 
prepare a national radio program. 


Haire Starts Paper 
Haire Publications, 1170 Broad- 
way, New York, will start House- 
wares Merchandising as a monthly 
Oct. 1. S. P. Horton and W. H. 
John will be editors. 


Sculthorp with Agency 

Warren D. Sculthorp, former 
real estate advertising manager of 
The Spur, has joined the real estate 
department of Littlehale-Burnham- 
Rossiter, New York. 


Leaves Old Post 


After eight years as advertising 
manager of Black Starr & Frost- 
Gorham, N. Y., Frederick Brown 
has opened his own jewelry estab- 
lishment on Fifth Avenue. 


Wil-O-Lite to Touzalin 

Wil-O-Lite, Inc., Chicago sign 
manufacturer, has appointed the 
Charles H. Touzalin Agency, Chi- 
cago, to handle its advertising. 


Printers Offer Course 
The Master Printers’ Federation 
of Chicago will offer a 21-week 
course in typography at 608 S. Dear- 
born street, beginning Oct. 9. 


Atlanta Agency Moves 

The Ulric C. Jones Advertising 
Agency, Atlanta, Ga., has moved to 
the Red Rock building. 


REGISTER YOUR 
TRADE-MARKS IN 
U.S, TERRITORIES 


Washington, D. C., Sept. 17—Ad- 
vertising men _ should familiarize 
themselves with their trade-mark 
rights in the Philippines, Hawaii 
and Porto Rico, the Division of 
Laws, Department of Commerce, 
has pointed out. These non-con- 
tiguous territories of the United 
States with Alaska contain 14,000,- 
000 consumers. 

Though these territories are with- 
in the purview of the national trade- 
mark act of February 20, 1905, 
three have local laws providing for 
the registration and protection of 
marks. Alaska is the only one rely- 
ing exclusively on the national act 
for trade-mark protection of those 
selling within its borders. 

“The value of a local registra- 
tion,” said the statement, “is that it 
affords additional evidence—partic- 
ularly in the local courts—of trade- 
mark rights. Additional advantages, 
however, are accorded under certain 
clauses of the individual territory 
laws.” 

In 1926, the Philippine Govern- 
ment amended its laws to provide 
that no action may be brought for 
damages for violation of trade-mark 
rights unless the trade-mark has 
been registered under the Philippine 
law. 


Adopt New Law 


Act No. 2460, further amending 
the original Philippine trade-mark 
law of 1903, affords additional argu- 
ment in favor of Philippine regis- 
tration of a trade-mark already re- 
corded in the United States Patent 
Office. 

Act No. 2460 provides in part that 
“any domestic manufacturer or 
trader may require his name and 
residence, and the name of the lo- 
eality in which his goods are manu- 
factured, and a copy of the certifi- 
cate of registration of his trade- 
mark or trade: name issued in ac- 
cordance with the provisions of this 
act, to be recorded in books which 
shall be kept for this purpose in 
the office of the insular collector of 
customs * * *,” 

Upon complying with this formal- 
ity, the “manufacturer” or “trader,” 
as provided in the act, may send 
facsimiles of his trade-mark, his 
own name, and the name of the lo- 
cality in which his goods are made 
to the insular collector, who then 
orders copies to be distributed 
among the various officers at the 
ports of entry, in order to prevent 
the importation of like goods with 
the same or a similar trade-mark. 

An application for registration of 
a trade-mark under the Philippine 
law must be submitted to the Di- 
rector, Bureau of Commerce and 
Industry, Manila. 


Schwartz Transferred 

W. E. D. Schwartz, of the United 
Advertising Corp., Newark, N. J. 
has been transferred to the Allen- 
town office of the Lehigh Outdoor 
Advertising Co. 


Joins Atlanta Agency 


R. E. Martin has joined James 
A. Greene & Co., Atlanta. 
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| read every issue thoroughly,” 
says W. J. Daily, of G- 


Refrigerator fame 
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n- W. J. Daily is manager of the sales promotion 
de division of the Electric Refrigeration Department of 
or the General Electric Company, with offices in Cleve- 
rk land. He has done an outstanding job for G-E 
ae electric refrigerators. He is a graduate of Yale, class 
as of 1917. For four years after the war, he was em- 

loyed by the Federal Advertising Agency of New 
~ For four years following that, he did special 

- work for the late Thomas F. Logan, then president of 
m Lord & Thomas and Logan. 

ni He joined the Electric Refrigeration Department 
- of the General Electric Company a few weeks after 
es it was established, and has been with them since; 
first as sales promotion manager in charge of sales 
vat promotion, and for the past 19 months as sales pro- 
or motion manager in charge of both advertising and 
nd sales promotion. 

= They have a newspaper program involving well 
ifie over $2,000,000. They use over 20,000,000 pieces 
de- of direct mail annually. Their magazine program has 
ac- been consistent from the start, as has mid shi every 
his other form of advertising and sales promotion. 
ich They have over 160 items in sales promotion alone. 
in 
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* W. J. Daily speaking: 
the 
=|| “1 like ADVERTISING AGE 
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B “Its method of presenting advertising news from the editorial 
angle appeals to me, as do the types of activities it selects 
“" to cover. 


“| read every issue thoroughly.” 
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Alabama Strikes at 
Misleading Copy 

A new Alabama law prohibits re- 
tailing under the guise of a house- 
holder or private party not regularly 
engaged in vending the kind of mer- 
chandise offered. 

Another clause declares it unlaw- 
ful to advertise any product below 
the usual grade without declaring it 
as such. 


White Joins Agency 


_ Norman E. White, formerly as- 
sistant secretary of the Association 
of Cotton Textile Merchants of New 
York and the Textile Export Asso- 
‘sation, has been appointed vice- 
president of the Colby Advertising 
Corp., New York. 


“Knowing 
the Colleges” 


HE reputation we have gained for 

I “Knowing the Colleges’’ comes as 

much from preventing failures as 
achieving successes. Some merchandise 
is not adaptable for college trade. Not 
everything that is used by students can 
be profitably advertised in college 
newspapers. 

However, once we decide that you 
have a market, and where it lies, nothing 
is left undone to make your product the 
first choice of the students. 

“Ask us anything you want to know 
about the school or college market. 


Write fer the (931- 
1932 Collegiate Sales - 
man, containing a 
complete list of cel- 
loge publications. 


—y 


Collegiate Special Adv. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave 


-~ 


VIGOR 


Amazementisasserted at 
the striking success won 
this season by a certain 
firm in the textile-appar- 
el industry. But the firm 
is not amazed. It adver- 
tises vigorously in the 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, Ill. 


New 


—Ideas 
—Facilities 
—Headquarters 


For Producing 
Electrical Transcriptions 


Radio Broadcast 


With our new facilities and equip- 
ment we are in better position than 
ever to offer complete and fast serv- 
ice in the production of electrical 
transcriptions, both 33% R.P.M. and 
78 R.P.M. for advertisers and agen- 
cies at moderate prices. Our service 
starts with the creation of the origi- 
nal idea and includes preparing, re- 
cording and distribution. Special 
Departments for sustaining pro- 
grams, sponsored programs and sta- 
tion representation. 


THE HANJON CO, Inc. 


29 West 57th St., New York City 
Telephone Number Eldorado 5-6935 


speakers at the Boston Retail Con- 
ference held here this week clashed 


% 


C. C. Parlin 


on the subject of special sales in 
retail stores, R. B. Alspaugh, of the 
University of Chicago, regarding 
them as of little value, while A. 
Barry Bacon, president of Chandler 
& Co., Boston, affirmed their worth. 


Prof. Alspaugh presented a survey 
made by Ohio State University, 
which found a high degree of skep- 
ticism among Columbus women as to 
the truth of advertising claims. No 
less than 408 women believed special 
sales items represent lower grade 
merchandise and 314 believed the 
initial mark-up was exorbitant. 

One of the high lights of the 
meeting was an address by C. C. 
Parlin, manager of the division of 
commercial research, Curtis Pub- 
lishing Co., who said the reason 
many corporations have been disap- 
pointed in results of research is be- 
cause they fail to realize that the 
significant facts are in the heads of 
men and not elsewhere. The research 
man fails because he spends his time 
at a desk and not out in the field, 
communicating with men. 

Mr. Parlin said the first census of 
distribution ever taken in this coun- 
try was made by the Curtis Publish- 
ing Company in 1912. 


Want More Fashion 


Amos Parrish, head of the New 
York company of that name, said 
people want not only better values, 
but better fashions for their money 
than ever before, this applying to 
homes as well as clothing. 

“For years,” he continued, “ ‘serv- 
ice’ has been mouthed. Now it has 
to be practiced as well as preached. 

“The first thing in any selling 
campaign is to be sure the campaign 


The second is to make the selling 
attack as aggressive as it is inter- 
esting.” 

Paul T. Cherington, New York 
distribution consultant, reiterated 
his assertion that the business lead- 
ers of the next ten years are in the 
making right now. He urged his 
audience to give the young men in 
their establishments a chance. 

“If every executive at this meet- 
ing would go home and put five com- 
petent and well trained young men 
into positions of large responsibility, 
with older men to serve only as staff 
advisers, we should all have some 
news to tell next year,” he said. 

Godfrey M. Lebhar, editor of 
Chain Store Age, New York, told of 
some 1932 headlines. One of them 
reads as follows: 

“Another Chain Store Tax Bill 
Fails!” 

“Perish the thought,” he said, “of 


reducing all merchants to a common 


Boston Conference 
Puts Distribution | 
on Witness Stand 


Boston, Mass., Sept. 17.—Two/! level of mediocrity by limiting their | 


volume.” 

O. Fred Rost, director of surveys 
|of distribution for the McGraw-Hill 
Publishing Company and marketing 
editor of The Business Week, pre- 
sented analyses indicating that there 
is less waste in distribution than is 
charged. 


Service Costs Money 


“The free flow of goods from pro- 
ducer to consumer necessarily in- 
cludes conveniences and services the 
public has been educated to expect,” 
he said. 

Louis Wiley, business manager of 
the New York Times, described rate 


reductions by which newspapers 
have helped reduce distribution 
costs. 


“In 1914,” he said, “New York 
morning newspapers had a combined 
daily circulation of 1,210,000 and a 
combined advertising rate of $2.31 
per million copies. 

“Today thev have a daily circula- 
tion of more than 2.380.000 and the 
rate is only $1.66 per million.” 

William Nelson Taft. editorial 
director of the Retail Ledger, Phila- 
delphia, viewed with alarm the Ken- 
tucky graduated retail tax. 

“In effect, Kentucky has said to 
its stores: ‘Stay small and we won’t 
bother you. But the moment you 
pass the half-million mark, we'll 
start to tax you in a way that 
hurts’.” 

More expert buyers for retail 
establishments will help reduce dis- 
tribution costs in the opinion of 
Bertram Reinitz, editor of Garment 
Trade Review. Where buyers are 
able, they are frequently handi- 
capped by remote control. 

Many buyers place low price be- 
fore every other consideration, be 
said. 


Fallacious Figures 


R. J. McFall, of the Bureau of the 
Census, warned against indiscrimi- 
nate acceptance of per capita sales 
as the basis for quotas. 

“A city with a large per capita 
trade usually sells heavily to out- 
siders,” he said. “Many suburban 
cities show up poorly per capita 
sales because their residents buy in 
the metropolis. 

“In other words. local sales are 
far from being made on the basis of 
local residence. For this reason, the 
use of per capita city sales figures 
is unsound unless used with care.” 

Paul H. Nystrom, professor of 
marketing, Columbia University, 
discussed changes in consumer de- 
mand. 


“While pattern sales are up, yard 
|good sales have increased, and 
restaurant patronage has declined, 
;it is likely this condition is tem- 
| porary and another decline in the 


is behind something people want. | home industries will be noted,” ”| stade of thet Sebd. 


| said. 

Dr. Nystrom believes any product | 
that will save work in the home will | 
always have a market. He said con- | 
sumer hand-to-mouth buying has 
resulted in sales of most items in 
amounts totaling not more than 25 
cents. 

Samuel Klein, of the Industrial 
Council of the Cloak, Suit and Skirt 
Manufacturers, said a minority of 
dealers has made aggressive efforts 
to undermine the standard discount 
scale adopted by the industry. 


Would Arbitrate Disputes 


While the association bureau has 
acted as arbitrator in a large num- | 
ber of cases, Mr. Klein recom- 
mended that bureau arbitration be 
made mandatory in every dispute. 

Ernest C. Hastings, president of 
the Textile Publishing Co., New 
York, said retailers are trying to do 
business without merchandise. He 


| 


REVOLVING DISPLAY 


FIXTURE 


mo a ral 


This device, designed to prevent handling of merchandise, was 


offered at the Patent Show in Chicago this week. 


said the rule of common sense od 
beginning to prevail. 

“A Chicago manufacturer told me 
he nearly went broke trying to 
eliminate small orders on which the 
experts told him he was losing 
money,” said Mr. Hastings. 

“They failed to show him that the 
small orders were coming from the 
same sources as the big ones. Con- 
sequently when he refused the small 
orders, he lost the big ones.” 

Arthur L. Aldred, president of 
Gladding’s, Inc., Providence, recom- 
mended strict standardization of 
terms, establishment of a complaint 
bureau, under charge of an _ inde- 
pendent adjustment committee, to 
handle the question of unjust re- 
turns of merchandise and cancella- 
tions. 

Arthur Brisbane, famous editorial 
writer for the Hearst Newspapers, 
addressed the Conference and radio 
listeners as _ well, the Columbia 
Broadcasting System and the Yankee 
Network putting his talk on the air. 

Alexander Kaylin, associate editor 
of Retailing, summarized the work 
of the Conference. Referring to a 
resolution that “predatory price- 
cutting shall be discouraged,” he 
said there will be disagreement as 
to when price-cutting becomes 
“predatory.” 

Mr. Kaylin believed the education 
of sales forces was not sufficiently 
stressed by the Conference. 


To Study Fabrics 
J. H. Thorp & Co., New York 
wholesalers of upholstery and dra- 
pery fabrics, have engaged Kenyon 
& Eckhardt to undertake a thorough 


‘Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


HELP WANTED 


PUBLICITY 
WRITER 


Need experienced, clever, news- 
paper-trained publicity writer with 
ideas, to help create constructive, 
educational publicity acceptable to 
dailies. Prefer proven performer 
willing to prove can make good in 
our nationally known concern. A 
real job right now and real future 
for right person. Write full de- 
tails, age, education, experience, for- 
mer employers, salary desired. Write 
Box 106 A. A., 537 S. Dearborn St., 
Chicago. 


SITUATIONS WANTED 


CREATIVE ARTIST who makes 
attractive practical visuals and fin- 
ished drawings in line and color 
for displays, packages, figure, still 
life, decorations, lettering. Thor- 
ough knowledge of printing, litho 
and engraving. Desires permanent 
connection. Box 105, Advertising 


Age. 


ADVER 


New York 


Ta 
AGENCIES 


aN 
aif! 


s9€€6 


The Standard Advertising Register with 
its monthly supplements keeps you posted 
on NEW ACCOUNTS and CHANGES IN 
OLD ACCOUNTS. No alert agency can 
afford to be without Standard Service... 
send for particulars. 


NATIONAL REGISTER PUBLISHING CO. 


853 Broadway 140So.DearbornSt. 
Chicago 


7 Water St. 1226 Russ Build 
Boston, Mass, San Francisco, C 
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of the pendulum had carried senti- 
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BOSTONMEET 
PICKS M°MAHON 
AS NEW LEADER 


(Continued from Page 1) 

F. W. Ganse, of the Paul F. Clark 
Agency of the John Hancock Mutual 
Life Insurance Co., Boston, dis- 
cussed “Intelligent Co-Operation be- 
tween Life Underwriters and Corpo- 
rate Fiduciaries.” 


Asks Copy Supervision 


He recommended that the copy of 
life underwriters or insurance com- 
panies involving reference to corpo- 
rate fiduciary service be submitted 
to a friendly trust officer, to avoid 
such errors as calling policy options 
“trusts.” The same applies to trust 
officers, especially as to loose state- 


proceeds, he said. 


“We are gradually and uncon- 
sciously standardizing our co-opera- 
tive printed matter,” he said, “but 
we might do it more rapidly and 
openly.” 

Mr. Ganse said the desire to have 
something unique to advertise led to 
development of unorthodox plans, 
most of which were later discarded. 


Edwin Bird Wilson, head of the 
New York agency of that name, 
used some plain words in addressing 
the commercial departmental of the 
BA. A. 


He said too many bankers believe 
in free publicity rather than adver- 
tising and that still more are in- 
clined to regard themselves as ad- 
vertising experts, thus wrecking the 
sound plans of good advertising men. 


“Some of our best managed and 
strongest banks have been out-ad- 
vertised by badly managed, weak 
banks which have taken their toll 
and left their customers flat,” he 
continued, 


“Too many powerful banks have 
been silent while witnessing bank 
robberies—of the public. It is highly 
important now that strong, well- 
managed banks make extraordinary 
efforts to throw their protection 
around honest business. 


“Selfishly stated, strong banks 
can become stronger and more profit- 
able by advertising to get business 
which the banks can guide into 
greater strength.” 


Expand with Business 


Mr. Wilson asserted that Amer- 
ican bankers must advertise not only 
nationally but internationally be- 
cause of the vast investments of 
American business in foreign coun- 
tries, which make it impossible for 
big American banks to confine their 
activities to this country. 

A. B. Chiquoine, Jr., vice-presi- 
dent of Batten, Barton, Durstine & 
Osborn, New York, said the first 
requisite to good advertising is the 
placing of responsibility. 

“Let us get the best men avail- 
able and give them responsibility in 
bank advertising,” he urged. 

In delivering his annual address, 
F. R. Kerman, president of the F. 
A. A., expressed the belief that 
financial advertising has been too 
conservative. 

““Investigate Before You Invest’ 
is one of our tenets,” he said. “While 
we have adhered to the principle, 
our emphasis has been placed upon 
a first word to the neglect of the 
ast. 

“It is well and proper to caution 
proper investigation, but we must 
not forget our responsibility as a 
creative organization. We have all 
witnessed the passing of a period in 
which lack of discernment and ex- 
ercise of discrimination exacted their 
own penalty. A 

“Tt would not be a matter for sur- 
prise should we find that the swing 


ment to the opposite extreme: where 
hyper-conservatism had stifled the 
normal flow of funds into legitimate 
Investment channels.” 

Mr. Kerman suggested that a 


merger of the F. A. A. with organ- 


DIRECTED MEET — 


F. R. Kerman, of the Trans- 
america Corp., San Francisco, 
retiring president of the Finan- 
cial Advertisers Assn. 


izations in allied fields might be 
indicated by current conditions. 


Explain Loan Policies 


“Can Loan Policies Be Explained 
in Commercial Advertising?” was 
the subject of Charles H. McMahon, 
of the First National Bank of De- 
troit. 

Mr. McMahon took the affirma- 
tive, although he said that many 
bankers are reluctant to discuss such 
subjects in their advertising. 

He gave five reasons for lack of 
such advertising: 

“1. The lack of a well formulated 
loan policy worth advertising. 

“2. A belief that since loan poli- 
cies must vary to meet shifting con- 
ditions, it is unprofitable to adver- 
tise policies that soon will be out of 
date. 

“3. A fear that customers will 
want to pass on their own credits, 
once advertising acquaints them with 
loan policies. 

“4. A lack of faith in the effec- 
tiveness of advertising as an educa- 
tional medium. 

“5. A theory that it is unwise to 
tell your customers anything about 
your business.” 

None of these is valid, Mr. Me- 
Mahon believes. 

An amazing story of deposits in 
mutual savings banks was revealed 
by William Radcliffe, secretary of 
the People’s Savings Bank, Wor- 
cester, Mass. 


Reports Biz Gain 


He said that on July 31, 1931, 
assets of mutual savings banks stood 
at $11,135,351,000, a gain of 8.6 
per cent for the year. Depositors 
numbered 13,239,782, a gain of 
nearly a million, and deposits were 
close to 10 billion dollars, a gain 
of 800 million. 

Mr. Radcliffe said that this gain 
is due in part to co-operative bank 
advertising, of which he predicted a 
growing volume, with important 
changes in technique. 

Walter Dunham, president of the 
Detroit Savings Bank, said that 
most banks have the same commod- 
ity to advertise, therefore will find 
the copy theme in the things in 
which it is distinctive. 

Advertising of fixed investment 
trusts was described by W. W. 
Townsend, of the American Trustee 
Share Corp., New York. 

Mr. Townsend made this com- 
ment: 

“When financial advertising takes 
off the high hat and the frock coat, 
and gets down to brass tacks and 
bread and butter, and discusses the 
things which it has to sell, an- 
nounces the reasons why they were 
brought into existence, the elements 
of safety which they provide and 
the extra payment which they afford 
for whatever degree of risk is as- 
sumed, and anticipates the inevit- 
able question ‘Why?’ in the process, 
by giving the answers in advance, 
then financial advertising will begin 
to get somewhere with the American 
public.” 

G. Prather Knapp, director of 
banking publications for Rand Mc- 


Nally & Co., Chicago, enlivened the 
proceedings with an attack on pa- 
pers in the banking field. 

He said there are about 10 papers 
which give a definite value to ad- 
vertisers but they are suffering from 
“the failure of banks to ease them 
from the strain of irresponsible 
competition, which is supplied by 
some half-gross of assorted house 
organs, personal organs, sectional 
organs, group organs, 
nauseam.” 

Edwin A. Moore, manager of the 
new business department, Savings 
Bank of Utica, N. Y., recommended 
the use of direct mail to develop un- 
profitable savings accounts into the 
kind that yield a profit. 

Frank P. Bennett, publisher of 
the United States Investor, Boston, 
said bank advertising draws busi- 
ness, but banks fail to hold the busi- 
ness after it is obtained. 

“The figures show that 1,053,421 
new accounts coming through the 
doors of New York savings banks 
in 1929,” he said, “passed 895,086 
accounts on their way out.” 

Francis H. Sisson, vice-president 
of the Guaranty Trust Co., New 
York, quoted research by the Ad- 
vertising Federation of America to 
indicate that the largest advertisers 
are faring better than others. He 
urged the bankers to keep up their 
advertising. 


ete., ad. 


LASHES BANKERS 


Col. R. R. McCormick 


In one of his characteristic ad- 
dresses, Kenneth M. Goode, of Fu- 
tura Publications, Inc., New York, 
said the job of advertising is to 
smash the statistical superstition 
which is rampant today and to re- 
store leadership to the American 
business man on a basis of hu- 
manity. 


“You all know the shape of a 
cycle,” he said. “It looks like a fever 
chart. The difference is that the 
doctor takes the fever as a symptom 
only and doesn’t regard the chart as 
a force or the fever as a necessity. 

“As a first step toward restoring 
human initiative, the busines cycle 
must be killed as a popular super- 
stition. And if only in self-defense, 
intelligent advertising men must kill 
it. 
“Even the most selfish corpora~ 
tions have seen handsome profits 
come from a slight show of friendly 
service. Giving people what they 
want is at last becoming the basis 
of our industrial plan.” 

Mr. Goode ended with this com- 
ment: 

“Ten good men working to kill 
a depression are worth a thousand 
trying to make it comfortable.” 

An actual count of the number of 
persons who evince interest in lobby 
posters or window displays is the 
method of testing copy used by the 
Security-First National Bank, Los 
Angeles, Allen Herrick told the con- 
vention. 

He said use of a national figure, 
such as Andrew Mellon, President 
Hoover, Coolidge, or Lipton in- 
creases attention value. 

S. F. Joor, Jr., of the First Trust 
& Deposit Co., Syracuse, N. Y., said 


(Continued on Page 12) 


watchword. 


they are developed. 


+ "STEELS 


On July 3, 1930, IRON TRADE REVIEW became STEEL. 


HE AGE OF 


Format, arrangement of editorial and advertising pages, 
typography and other physical characteristics were improved. 


In making these changes, the publishers hoped to encourage 
readers to derive more fully the inherent values in the editorial 
and advertising pages. The results have exceeded expectations. 


STEEL will continue to wage war against any dead tonnage 
of superfluous words in editorial pages. Conciseness is the 


Readers are more interested in quality and conciseness of 
text than in mere editorial bulk. 


The course of the publication is charted definitely. Addi- 
tional improvements will be inaugurated from time to time, as 


PRODUCTION 
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F, 
HELPFUL IDEAS 
AT CONVENTION 


(Continued from Page 11) 

the first step in advertising a serv- 
ice charge is to convince bank em- 
ployes that it is a fair charge on 
small checking accounts. This is 
necessary so that employes can ex- 
plain intelligently to disgruntled 
customers. 

Advertising of the service charge, 
he said, should consist of a cam- 
paign and not of a single announce- 
ment, which usually befuddles the 
public. The advertising can profit- 
ably point out that the postoffice 
charges for a money order and util- 
ities charge on a minimum-plus 
basis. The copy should not, how- 
ever, stress the banker’s troubles, 
but the advantages he offers to the 
depositor. 

A feature of the convention was a 
golf tournament. H. W. Taylor, Paul 
Block & Associates, had low gross 
with 83, P. M. Robbins, Sherbrooke 
(Canada) Trust Co., being runner- 
up with 86. 

D. W. Laing, First Wisconsin 
Trust Co., Milwaukee, registered 68 
for low net, runners-up being C. 
Marner, Harvard Trust & Savings 
Bank, Cambridge, and R. E. Hotze, 
Edwin Bird Wilson, Inc., New York, 
with 69. 

Other low gross scores: R. P. Kel- 
sey, Purse Printing Co., Boston, 89; 
R. H. Booth, Jr., National Shawmut 
Bank, Boston, 90; A. G. Maxwell, 
Citizens & Southern National Bank, 
Atlanta, 90. 

Other low net scores: Jacob 
Kushner, U. S. Trust Co., Paterson, 
N. J., 73; Dan Tyler, Jr., National 
Shawmut Bank of Boston, 73. 


F. A. A. TRADES 


Enters Toronto Field 
G. F. Bannerman has joined the 
Toronto staff of Ronalds Advertising 
Agency, Ltd. 


WORKS MANAGER 


Preston Reed, secretary of 
the F. A. A. 


On Sales Tour 

F. B. Patterson, president of the 
National Cash Register Co., Dayton, 
has left to attend a series of district 
sales meetings. 

He is accompanied by Col. E. A. 
Deeds, chairman of the board; S. C. 
Allyn, executive vice-president; J. 
W. Dozier, vice-president and man- 
ager of domestic sales; J. H. Angle- 
ton, manager of domestic cash reg- 
ister sales; W. A. Outten, manager 
accounting machine sales, and S. F. 
Hall, assistant to the executive com- 
mittee. 


Brooklyn College 
Offers Night Course 


Brooklyn College has announced 
evening sessions of a class in adver- 
tising. 

It will be in charge of Hortense 
L. Aronson, formerly of Lord & 
Thomas and Logan, who has en- 
listed the cooperation of Brooklyn 
department stores. 


To Teach Aeronautics 

The College of William and Mary 
has joined the ranks of several 
higher educational institutions which 
will offer aviation courses this vear. 


SUBSCRIBE NOW! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
branches of advertising... . 


$1 a Year... 52 Issues 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 
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Bridge Den 
for Women Is 


Moxie Offering 


Boston, Mass., Sept. 17—“The 
first bridge-den penthouse in Amer- 
ica or anywhere else” tells the story 
of a new promotion plan by which 
the Moxie Company hopes to popu- 
larize its beverage among feminine 
bridge addicts of New England. 


Through Dorrance, Kenyon & Co., 
its agency, the company has an- 
nounced that luxurious quarters will 
be placed at the disposal of bridge 
parties every afternoon from now 
until next April. The bridge room 
and kitchenette on the top floor of 
the Moxie-Pureoxia quarters are be- 
ing refinished. 


Reservations will be accepted in 
the order received. A hostess and 
several assistants will be placed at 
the service of visitors. Light re- 
freshments will be served without 
charge, and those attending will be 
given a sight-seeing trip through 
the establishment where the two 
beverages are made. 

Special invitations have been is- 


sued to a long list of women’s clubs 
of New England. af" 


New Paper Takes 


Frederick D. Rich 
Frederick D. Rich, formerly ad- 
vertising manager of Product Engi- 
neering, has accepted the same 
position with Institution Manage- 
ment, New York. 

Officers of the company formed to 
publish the new magazine are 
Schuyler W. Gillespie, vice-presi- 
dent; R. H. Gillespie, treasurer, and 
Mr. Rich, secretary. 


Meinzinger Studios 


Takes New Name 
With the retirement of Fred J. 
Meinzinger and the admission into 
the firm of Norman H. Chase, Mein- 
zinger Studios, Inc., Detroit com- 
mercial art organization, becomes 
Meinzinger-Howard-Chase, Inc. 
Present officials are Percival S. 
Howard, president and treasurer; 
Ernest Meinzinger, vice-president, 
and Mr. Chase, secretary. 


Farm Papers Cut 


Number of Issues 
The Farmer and Farm, Stock and 
Home, Wisconsin Agriculturist and 
Farmer, Prairie Farmer, Nebraska 
Farmer and Wallace’s Farmer, form- 
ing the Midwest Farm Paper Unit, 
will be changed from weeklies to 
fortnightlies, effective October 3. 
The Wichita Daily Stockman is 
pw published weekly instead of 
aily. 


Pulsifer Is Dead 

Nathan Trowbridge Pulsifer, 80, 
died last week at his home in Orange 
County, N. Y. Until retirement he 
was vice-president of the Outlook 
Publishing Company and president 
of Valentine & Co., manufacturer of 
Valspar. 


Guenther Loses Wife 
Mrs. Hertha Koch Guenther, wife 
of Otto Guenther, president of 
Guenther, Bradford & Co., Chicago 
advertising agency, died at the 
family residence at 3750 Sheridan 

Road Sept. 14 of heart disease. 


PENCIL MILEAGE 


Albert Frank & Co. developed 
this “speedometer” for the Eagle 
Pencil Co. to establish 35 miles as 
the average mileage for Mikado 
pencils. 


Durrett with Squibb 


Dr. J. J. Durrett, who recently 
resigned as chief of drug control for 
the Federal Food and Drug Admin- 
istration, has joined the scientific 
— of E. R. Squibb & Sons, New 

ork, 


Becomes Sheriff 


Sylvester R. Fisher, publisher of 
the Rising Sun (Ind.) Recorder, has 
sold that paper to James L. Richard- 
son following his appointment as 
sheriff of Ohio County. 


Opens Publicity Bureau 


Lester C. Nagley, former secre- 
tary-manager of the Advertising 
Club of Indianapolis, has opened an 
office at 2514 Ashland Avenue to 
egg convention and general pub- 
icity. 


Start New Paper 
New Inventions and Patents has 
been started at 706 Chestnut St., St. 
Louis, as a monthly. The paper is 
printed by offset. 


Strouse Promoted 


H. S. Strouse has been appointed 
treasurer of the Harnischfeger Corp., 
Milwaukee, being succeeded as ad- 
vertising manager by J. O. Ferch. 


Takes Farm Paper 


A. H. Billingslea, New York, has 
been appointed Eastern representa- 


tive of Breeder’s Gazette, Chicago 


and Spencer, Ind. 


New Engraving House 


The Brand Engraving Company 
has been formed at San Antonio, 
i E. E. Richey being presi- 
ent. 


Joins Printing House 


LeRoy C. Harford, vice-president 
of Currier & Harford, New York, 
has joined the Bartlett-Aldus Press 
to specialize in color in advertising. 


Buys Idaho Daily 


A. N. Suverkrup, Columbus, Ind., 


has bought the Jdaho State Journal, 
Pocatello. 
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POSTERS FEATURE POURING PACKAGE 
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paign for C and H Menu Sugar. 
| Smith & Ross, San Francisco. 


One of the posters supplementing the newspaper cam- 


The agency is Fuller & 


Appoint Nourse 


Norman C. Nourse, publishers’ 
representative of Los Angeles, has 
been appointed by Street & Smith 
Publications, Munsey Magazines, 
Canadian Geographical Journal, 
Macfadden’s Romances Group and 
True Detective Group. 


May Sell Direct 


The DuMore Co., Birmingham, 
Ala., is conducting a test direct mail 
campaign to determine whether or 
not it will sell its typewriter ribbons 
direct to the user, instead of 
through dealers, as heretofore. 


READER 


INTEREST 


are 
editorial 
watch 
words 


MAGAZINES 


MOTOR — AMERICAN DRUGGIST 


AMERICAN ARCHITECT — AROMATICS 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK : 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it . . . one color 
and black in Daily or Sunday news sections 
. . » four colors in Sunday Rotogravure 
section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


For Dependable 
Photostat Service 


F.A. RUSSO inc. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. Sith St. 
VAnderbilt 3—9975-6-7 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 
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SPORT SERIE 
WINS PLAGE IN 
1932 PROGRAM 


Walk -Over Reminscences in 
Lively Demand 


New York, Sept. 17—The cam- 
paign featuring Walk-Over shoes in 
sports has been so successful that 
the George E. Keith Company has 
decided to publish the complete 
series in its 1932 dealer service pro- 
gram. 

One of the first advertisements in 
the campaign explained that a fa- 
mous sports event provided the 
name for the shoe, after Mr. Keith 
had racked his brain for several 
months without results. 


In 1899—25 years after the com- 
pany had been established — Sir 
Thomas Lipton participated in the 
International Yacht Races for the 
first time. His glowing optimism 
was so infectious that newspapers 
believed the Shamrock I would lead 
the way home. 


One newspaper expressed its shock 
in a head reporting the result of the 
event: “American Boat Wins in a 
Walk-Over!” 

Mr. Keith was more pleasantly 
surprised than was Sir Thomas, for 
he promptly confiscated the term 
and Walk-Over is now known in 75 
countries. 

The series, Harry M. Montgom- 
ery, of the Ferry-Hanly Advertising 
Co., explained, conforms closely in 
illustration to the sport cartoon 
style of the day. 


Use Sport Pages 


“Since all advertisements in this 
series are headed ‘Famous Walk- 
Overs in Sports,’” he continued, 
“we chose to run the advertisements 
on the sport pages of the New York 
papers. Collier’s is also used.” 

A. V. Shannon, associate account 
executive said the campaign will 
run for the remainder of the year. 

“We intend,” he said, “to cover 
fall and winter sports in the same 
manner. We have so much material 
on hand that we hope to maintain 
its popularity for several seasonal 
cycles.” 

One of the advertisements illus- 
trates how Harry Chapman, dashing 
through a choppy sea in the first 
“*yound Manhattan race” was 
thrown from his outboard craft in 
June, 1929, and how he courage- 
ously swam to his boat while 14 
competitors passed him. He ulti- 
mately crossed the finish line vic- 
torious—by a walk-over. 

Another advertisement tells how 
European swimmer 
matched his endurance against a 
sea lion. While the seal had to be 
removed from the water exhausted 
after 42 hours, the swimmer kept on 
for four hours longer. 

“A decisive walk-over victory over 
his supposedly superior opponent,” 
the advertisement commented. 

A third advertisement told of the 
National League victory of the Bos- 
ton Braves in 1914, and how they 
made a clean walk-over in the 
world’s series. 

The campaign attracted so much 
attention that the company has re- 
published six of the cartoons, omit- 
ting the advertising. These are 
mailed to readers requesting them, 
and are also supplied by dealers to 
their customers. 

The advertising manager of the 
George E. Keith Company, which 
has its factory and headquarters at 
Brockton, Mass., is W. T. Card. 


Announce Plans for 
New Acquisition 
The Industrial Press, New York, 
which recently bought Heating and 
Ventilating, will retain the publish- 
ing personnel without change, while 
the paper will have the support of 
the organization which has success- 

fully published Machinery. 


SPIRIT OF ’14 


FAMOUS WALK-OVERS™ IN SPORT 


TE) Last ploce im the Notions! League 


SU.) league title. The baseball world 
Y  gaeped bet shook its head. “Waie till 
they meet the Athletics. 100 to I 
they can't win four straight im the 
world series.” Miracles do happes. 
The Braves made # clean walk-over 
of the series, won the world’s cham. 


* Wath-Over 1s the term im sport for 
an overwhelming of uncontested vic- 
tory — when competition cannot meet 
the pace of the winner. Watk.Ovet 
Shoes prove their right to all the name 
implies — on quality, service, style. 
You'll aced « pair of Walk-Oves 
sport shoes this week-end 


The Walk-Over Shoe Com- 
pany reports fine results from 
its hook-up with sport events. 


NYSTROM OFFERS 
NEW FORMULA 


Boston, Mass., Sept. 17.—Paul H. 
Nystrom, professor of marketing, 
Columbia University, presented the 
Boston Retail Conference with a 
formula for measuring probable 
volume in various lines. He said, 
however, that the rule is not abso- 
lute. 

“When general business moves 
upward and incomes increase,” he 
said, “all general classes of com- 
modities enjoy increased sales, but 
not in the same proportion. Food 
sales move up most slowly and lag 
considerably below the increases in 
incomes. 

“Apparel sales apparently approx- 
imate the rising curve of income. 
Home furnishings sales rise even 
faster than incomes. Automobile 
sales show even a more precipitous 
rise, while housing shows the most 
abrupt rise of all. 

“When general business moves 
downward and incomes decline, food 
sales drop least, apparel sales go 
down proportionately to incomes. 
Home furnishings drop still faster, 
while the sales of automobiles, hous- 
ing and many other miscellaneous 
items drop even further. 

“If this statement is correct, or 
even approximately indicative of the 
directions of consumption, then we 
should be able to forecast the rise of 
retail sales when the present busi- 
ness depression is ended. 

“A 10 per cent increase in business 
activity, with a similar rise in in- 
comes widely distributed, should 
show about a 4 or 5 per cent in- 
crease in food sales, a 10 per cent 
increase in apparel sales, a 15 to 20 
per cent increase in home furnish- 
ings sales, a 20 per cent increase in 
sales in automobiles and a 25 per 
cent higher increase in the sale of 
housing. 

“We have not sufficient evidence 
as yet to prove the truth or falsity 
of this proposition. All that can be 
said at the present time is that it 
seems to describe the changes in 
consumer demand at various stages 
of the business cycle.” 


To Advertise Line 


of Fine Furniture 

Lyddon, Hanford & Kimball, 
Rochester, N. Y., have been ap- 
pointed by the L. & J. G. Stickley 
Company, Fayetteville and Syracuse, 
N. Y., manufacturers of early Amer- 
ican furniture reproductions. Class 
magazines will be used. 

Jack Knabb, formerly Rochester 
manager of Addison Vars, Inc., 
Buffalo, has joined the Rochester 
office of the agency. 


Get Cosmetic Account 

The Frank Presbrey Co., New 
-York, has been appointed by the 
Terri Cosmetics Corporation, of that 
city. A magazine campaign is 
planned for 1932. 


Adds Two Accounts 


Carroll Dean Murphy, Inc., Chi- 
cago, has been appointed by the 
First Union Trust and Savings Bank 
and Horder’s, Inc., office supplies 


chain, both of Chicago. 


Ask Guverner 
to Name Week 
for Texas Goods 


San Antonio, Tex., Sept. 17—Gov- 
ernor Ross Sterling will be asked to 
designate the first week in Novem- 
ber as a period for citizens to buy 
Texas-made goods, it was decided by 
the South Texas Press Association. 


Julian La Crosse, publisher of the 
Del Rio Evening News, was named 
chairman of a committee to make 
the request of the Governor. The 
week would be known as “Made-in- 
Texas Week.” 

A survey of the buying power of 
Southwest Texas to be made by the 
association will begin October 10, it 
was decided. The survey will be 
conducted to secure more advertis- 
ing in the southwestern section of 
the state, the results to be for- 
warded to large advertisers. 

The survey will be financed by 


100 weekly newspapers. Forty-two 
have already subscribed. 


Agency for Chain 
The Western Chain Products Co., 
Chicago, has retained the Charles H. 
Touzalin Agency of that city. 
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IN NEW FIELD 


Allen H. Seed, Jr., who left Jor- 
dan Advertising Abroad to become 
an officer of S. S. Koppe & Co., pub- 
lishers’ representatives. 


Ban Night Paper Sales 


A new ordinance aimed at out-of- 
town newspapers forbids the sale of 
newspapers on the streets of Racine, 
Wis., between 11 p. m. and 7 a. m. 


Raftery Surveys U. S. 

Leonard Raftery, advertisement 
manager of the London (Eng.) 
Evening News has arrived in New 
York where he will spend the re- 
mainder of the month. He has estab- 
lished headquarters at the London 
Daily Mail offices in the Graybar 
Building. 


Delta Electric Changes 

Lamport, Fox & Co., South Bend, 
Ind., have been appointed by the 
Delta Electric Company, Marion, 
manufacturer of automobile road- 
lights, spotlights, lanterns and other 
lighting equipment. 


Merge Business Papers 

Interior Architecture and Decora- 
tion and Good Furniture and Decora- 
tion, New York, will be merged with 
the October issue, with the name of 
the former receiving precedence in 
the composite name. 


Editor Smith Is Dead 
Charles H. Smith, 66, for 18 years 
editor of The Sample Case, official 
magazine of the United Commercial 
Travelers, died September 15 at 
Columbus, O. 


Another for Gotham 


The Gotham Advertising Com- 
pany, New York, has been named 
by the Proctor Company, of that 
city, importer of drapery and up- 
holstery fabrics. 
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spending $250,000,000 this year for 
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Part of the kitchen at Worcester, Mass., State Hospital. 
serves 7,500 meals every day in the year. 
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This kitchen 


22... aNd twenty-five cents 


goes for food be alle 
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and serving of 


For sixteen years “the practical 
journal of administration,” 
PITAL MANAGEMENT covers 
the hospital food market as no other 
publication can. 


HOS- 


It publishes regu- 


larly twice as much editorial mate- 


hospitals are 


uipment, uten- 


rial on food as the second paper—it 
maintains the largest and most in- 
fluential food department of any 


publication in the field—and it gives 
its food advertisers the benefit of 


500 units, this 
r every type of 
extra cost. 


low. you. 


position in this food section, op posite 
pertinent editorial material, at no 


If you want business in this rich, 
compact market, HOSPITAL 
MANAGEMENT can get it for 


HOSPITAL MANAGEMENT 


537 S. Dearborn Street, Chicago GraybarBuilding, New York 


= Goakem ‘ : . 2 ‘ 3 a A , a i as i ; 4 Br ca i . 
mn : 
. — “ 
ae nf 
, « 
is Te EEE ee peo pcs oy 
h 2 : 7 ‘ 
Py TN | i =) Gone 
8, 4 A tA > Boston Braves miracle team ‘ = 4 
l, y Ba AN at baseball ohne = : 
id yt : 73 | a 
4) PPM on July 17, 1914, the Boston Braves | ; Fe 
| waddenly bit thew atride. Of the a) a aa | 
t + 4 next 76 games they won 60 and the 5 3 mae = 
Nf A ’ ae . Pn s 
S| a * Fi H 
n, ] rc ! ; 
i] Oo ae ee eae : 
pronship and set a record aever be. So pag rat se i 
or | fore equalled jae x “ae = . 
* ee ‘i a. ek . 
. -—_ aves dail j : i 
of Ge RE = . 
a ae ey a puis q 
, | _ ; a ee a. 
, | iw =. 
- ee ean cv, 
\ ‘ | Rie ia eed Ee eae 
= 4 | | ; ; ras =e >A 
— } : we ctit ai > es ; 
| ae ty 
| Dr pees oe Se APO Oe ei 
ia ee Wire moet iB ho 
| Ys 
— — ———————— en Se 
aes i 
‘ Ts 
] rae. o~ be 
| ae wl ee 
| s , 
| , oe 
oe 
' 
ene a Le ee ee ae EE i eS oe 
. res 
& i : ens oS Se 
as = Sep ies pore eee 
. te OF ee a> ee ri 
‘ttemen i a , os - 
- : tie ee 
ey li ‘eee: oe | ; 
; ‘ : 
a : { ie Tay 
ff ; ; hae ea an ; 
ell oa ge . 
i sae ae 6 Se 
; ; j s ees aad ; 
' — 4 
gee ee i x ene 
i me 7 
ea — 
t F big i pn Fgh at oes im : 
oe at =* eee * Cam, : 
oy. a % ", lle i - = Re ee are Oper 
zt ; gS oe oe 
‘ aes ° ‘ages ees 
ce - wale = “ _ —— a fe Ni Pe a t 3 - $ 
ae i oe \ aan Boot %.. oj E ees ee 
: ' is es eae | 3 
vale i “8 , ae re F ee nS: pe t a — " i. 
— ¢ ul seal a iv --% ine, —— eee a 
eo eae il a Fi ie < ee a bees Gch Sey 
e ‘3 > Fg 7 re at oe way e wa 
cy _ - : F > ss ey SEC 
» ee J es ; , a 
: a. * 4 * ae ya ones 
ed Ria a : — 3 nrg Z ae 
“ S ts oo xP . ss . ; Se ssheti 
, ae Se - ; tes &. .. ee ee ee at Scie ea 
* —— ir lhl (<tl aE 
7” , wi aga a a ee ea) 8 Raa Sane am . bot 3 
ae " A SEE “ee eo eee ee os ese att. eo ne he bh, 
Se age 3 ee a, a bak 
“ea Pik era Set, ay ag et ee cere y 
ein, bo, Reenter a : i Som yee “oe Lea: Em abate oe 
Sa ee ee LE Ste sae 
- —_ eerie 
m = 
et. PN 4 
St. : 5 
23 
2 ee 
Es 
—- } " P 
“i 
r zy 
pe | 
on pe 
olor ; 
ae a ; 
vure 1 ae 
“ ae 
— 
| ee a 
Dee teste . : . } : ; : 
Oe, PE 5 Ae eae ae ere name meme yt a, Ae = i a Se a eee een. Peer” les iid eM ES eae FS pc a ane PSE ei ree es ah a Rca SN eee. re ee, <e e nn ohn omer d Reeembed sd D-CA ee ed os Brita 3))5 > Wa > are aa . 
sss: fons csc lcs 2 ana 8 he le. | al a MS a oo Sar eft. ht ad tea eet aoe TS ipo eee Ren. 5 ee Be eee. ea era 6 i oe ee 
ice te Pade ats ter i kee aed aaa j eet eel: ese aera rae Pack ea oy Paha sree ae ay ie gic: 2 cates pee ea eset t= a or go a eae tr: ge bs [Xt ie, TER UN Soe AAR ae 2 Ses bi mac Soa Se fee aa es y eae 5 os 
Se eo. ee ie ts Sea pas ena Bec eae ER AOS Me oan pia eee ct neg ee Brides Re. hs ie eis ee Sn oe a ee ccs 2 22S ee Bo amc sd, 
(i er eine ice ey S55 a a a lpg Se er ee eae eee RNs Soe ae ; Pe aie net Mere ea eR gee oe Na eS ele dite pat aye esc isl <i ibe EIN oe halls Wee, Aes te Bete + ee fe aa _ 
za Beer Nar Tei a eed ee A ae aie eae mea 2 oe teh Rigi et She he ee ee ee eee Dept oa he ee atcha Sc Sad he oe oa to Se gs MO i fy beers Bae yy ee = eka So an!) | aa ee cm 
bi Be hati 26 Bee BT ae: : are Ge pe ge gi ee 2 5 aaa eee eS ee ee an ee tanec ee i A a eC Rage See fas Bes a ase ee ee eee at Demat: ; ER SE eet NS AS oN Ay 
Sete Ore ca a 2 z 9 a Sete ir ag Sept Rp a fal aaule ML ay OAL eo 1 5 sia ON fet a ico a ie Ce "aoe RE ae ee ey LE x Th pe NP gE ae a pe ee a eee deo rb SA cd ee a iE 
eee eae sae a a | eR, MU Me Restart oe ne Nee Sy Mean eMee Re RET ye ens ie Se a ae nc ae he Cea ee aS eae ee Re Ie A eee ay Reet case ig es aa 


14 


ADVERTISING AGE 


September 19, 1931 


BEAUTY CHAIN 


ONE OBJECTIVE 
OF MILKY WAY 


Offers Partnership Arrange- 


ment to Experts 


Chicago, Sept. 17.—First to invade 
the beauty field with the voluntary 
chain ideas, the Milky Way Com- 
pany, Inc., hopes to find more and 
better outlets for its own line of 
cosmetics and other nationally ad- 
vertised lines of toilet goods. 


The company’s faith in this plan 
of distribution is based on the be- 
lief that beauty shop proprietors are 
long on specialized knowledge and 
selling ability and short on capital. 
With the handicap removed, it is be- 
lieved, the independent beauty shop 
will have a better than even chance 
to divert business on toilet goods and 
feminine accessories from drug and 
department stores and corporate 
chains. 


The company is offering two plans 
which are optional with beauty shops 
able to meet qualifications covering 
local prestige, professional standing 
and character of location. 


Offer Two Plans 


The first plan consigns the stock 
with the agreement that the beauty 
shop will furnish a full-time sales- 
woman. The shop receives 10 per 
cent of the gross and another 10 
per cent is deducted for the sales- 
woman’s renumeration. 


The second plan, which is the one 
the company hopes shops will eventu- 
ally adopt in sufficient number to 
form a national chain of several 
thousand units requires the beauty 
shop to invest $500 to be used to re- 
decorate and refurnish the sales 


| 
| Her Advertising 
| 


Mrs. Oldham Knows 


Jacksonville, Fla., Sept. 10— 
Holding that $50,000 is insuffi- 
|| cient properly to advertise the 

city, Mrs. Alice Oldham has 
filed suit to restrain the City 
Commission from calling a 
|] special election to vote on a 
|] tax for municipal advertising. 


room in black and silver with mod- 


\ernistic furniture and fixtures to 
match. 


The contract covering this plan 
provides that the dealer may with- 
draw at the end of a six months 
trial, surrender the equipment, fur- 
nishings and stock, and receive a re- 
fund of the $500. 


* On this basis the shop will receive 
50 per cent of the net profits, from 
which it will meet overhead and 
sales expense. 


The dealers joining the organiza- 
tion will not be required to identify 
themselves in that relationship to 
consumers, but the company will rec- 
ommend that those coming in un- 
der the second plan adopt the style, 
“Milky Way Partnership Shop.” 


Start Training School 


The company will operate model 
shops in several large cities where 
shop partners and their employes 
may come for free training. 


The company will also maintain a 
corp of traveling demonstrators, lec- 
turers and hostesses, who will con- 
duct special educational and social 
events in the individual units. Na- 
tional advertising is promised as 
soon as the organization is large 
enough to derive a profitable return. 


For other nationally advertised 
manufacturers of toilet goods, sani- 
tary items and novelties, the com- 
pany will act as a super-jobber. It 
was said at the company’s offices 
that arrangements had already been 
made for handling the products of 
Johnson & Johnson {Couettes), the 
Kleenex Company, Yardley’s, and 
others. 


100,000 Circulation 


| am taken 


the week. 


The 
PLAYGOER 


Monroe 4573 


| reach your customers 
when they are com- 


fortable and relaxed. 


and re-read throughout 


magazine of the theatre. 


* 
ISSUED EVERY WEEK 


home, read 


| am the 


732-38 W. Van Buren St. 
Chicago 


This advertisement inserted 
in behalf of a client by 


THE 


BLAKELY-OSWAL 


PRINTING 


GOM PANY 


732 W. VAN BUREN ST., CHICAGO 


A “THREE-DIMENSION” 


\ 
iy 


* 


ny 


CUTOUT DISPLAY 


This eight-color display features ten buildings from coast to coast equipped with du 
Pont Tontine washable window shades. The work is offset lithography on 100-point 
mounting board by the Breuker & Kessler Co., Philadelphia. 


G. E. Selects | 
Prospects for 

Water Coolers 

Cleveland, O., Sept 17.—The Gen- 


eral Electric Company’s commercial 
division stimulated sales of water 


W. E. Landmesser 


coolers this summer by selecting 
prospects to receive its five-point di- 
rect mail campaign and by offering 
these selected prospects a survey 
showing the exact amount an in- 
stallation would save. 

W. E. Landmesser, manager of 
the commercial division, told sales- 
men that chances of selling general 
prospects are 10 in 1,000, while 
chances of selling selected prospects 
are 10 in 100. 

The telephone was recommended 
as the quickest method of securing 
information on which to base the 
classification of prospects. Use of 
the telephone also enabled salesmen 
to get the names of those to whom 
the direct mail campaign should go. 

A general background for sales 
was created by water cooler adver- 
tising in magazines, newspapers, and 
posters. 

Every G-E dealer organization has 
one or more water cooler specialists 


who are trained to go into offices 


and factories and translate the fol-| servation, T. J. Van de Kamp; fra- 


lowing advantages into dollars and 
cents: 

“There’s never any waiting till 
the water runs cold. There’s no 
time out to fill a glass. Conveniently 
placed where customers and callers 
pass by, a General Electric water 
cooler also is a standing invitation 
to all thirsty folks to stop and have 
a drink on the house. 

“Still closer is the amazing oper- 
ating economy of the General Elec- 
tric Pressure water cooler. It uses 
so little current that the cost is 
negligible.” 


Los Angeles Club 


Names Committeemen 

C. J. Elsasser, president of the 
Advertising Club of Los Angeles, 
has appointed the following chair- 
men and vice-chairmen of commit- 
tees: 

Attendance, C. Homer Spotts and 
Jesse Hanft; “Blue Pencil” adver- 
tising, J. J. Messler and J. G. 
Sprecher; “Blue Pencil” editorial, 
Allan M. Wilson and Frank Mus- 
setter; Civic Affairs, Geo. F. Pfaf- 
fenberger and Lloyd Staggers; 

Club contact, E. J. Murphy; con- 


ternal, W. E. Sibertson; Friday 
advertising forum, Wm. A. Turn- 
bull, Roy F. Irwin and J. F. Cassell; 
finance, Clarence A. Lyman; direct 
mail, Guy T. Burroughs; agencies, 
Hiram E. Cassidy; special group, 
Roy F. Irwin; 


Golf, Louis Jaques and Ed. 
Choate; good Samaritan, Thomas 
Hawthorne; membership, Earle 


Hicks, Charles Horrworth and H. V. 
Springs; membership planning, An- 
son Bushnell and Chas. J. Elliott; 
newspaper, Charles F. Maguire and 
oO. Leas; news bureau, Russell 
MacLennan and Fred Ross; 

Past presidents’ council, Daniel L. 
Scott; personnel, Homer T. Hill; 
program, H. C. Newton; radio spon- 
sorship, E. J. L’Esperance; infor- 
mation, F. Harvey Holden; public 
speaking, H. S. Anderson; reception, 


Harold A. Snell; social, Henry S. 
Perren; speakers’ bureau, Walter 
Thurber; welcome new members, 


Wm. J. Brennaaun. 


Nugent Makes Change 


Fred Nugent, formerly with 
Burke, Kuipers, Mahoney & Payne, 
has joined the Chicago staff of Cone, 
Rothenburg & Noee, Inc., publish- 
ers’ representatives. 


= Advertising Age 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORA BO OKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“everybody reads the news” 
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Womenin 
Advertising 


Marta L. Brown 


Fort Madison, Iowa, Sept. 17— 
One of the most profitable services 
for its retail trade offered by the 
W. A. Sheaffer Pen Company, man- 
ufacturer of Lifetime Pens, other 
writing instruments, and Skrip, is 
the practical sales and merchandis- 
ing instruction it provides free for 
retail sales people behind pen and 
pencil counters in the stores where 
they work. 

With the store as her class room, 
Marta L. Brown, traveling sales in- 
structor for Sheaffer, offers a wealth 
of sales and display information to 
those who rarely have time in the 
press of the business day to check 
up on the comparative merits of 
retail selling methods. 

Miss Brown, a graduate of St. 
Louis University, during more or 
less extended stays with the con- 
cerns upon whom she calls, covers 
the subject of Sheaffer products in 
such manner that she has received 
many complimentary remarks from 
officials of the companies visited. 

Her travels in the interests of 
Sheaffer during the past two years 
have taken her into contact with 
some of the largest firms in this 
country and Canada and from one 
end of the continent to the other. 


Made Agency for 
Chemtest, Stirizol 


The Gainor Manufacturing Co., 
Brooklyn, has placed the advertising 
of Chemtest with Lyman Irish & 
Co., New York, who will use news- 
papers in major cities. 

he same agency will use women’s 
magazines and trade papers for 
Stirizol and Lanazol, products of the 
Stirizol Co., Ossining, N. Y 


Des Moines Club 


Host to Veterans 

With the Grand Army of the Re- 

public meeting in Des Moines for 

the third time, the Advertising Club 

of Des Moines devoted its Sept. 12 
meeting to the G. A. R. 

Each member brought a veteran 
to the meeting with him. 


Deny Community 


Radio Application 
Failure to comply with the pro- 
cedure of the Federal Radio Com- 
mission caused the denial of the 
application of Community Radio for 
the establishment of 267 new local 
radio stations in 16 states. 
The sponsors have the privilege of 
re-filing their petition. 


Contest for Oil 

The Continental Oil Company, 
Ponea City, Okla., is using 1,500 
newspapers and nine farm papers to 
advertise a contest for the best let- 
ter explaining the mystery of the 
‘hidden quart.” Cash prizes total 
$10,000, the first being $5,000. 


Package Apples 
Wisconsin Orchards, Inc., Gays 
Mills, Wis., has designed a carton 
for the packaging of a dozen se- 
lected apples. The new item is being 
introduced by a Wisconsin grocery 
chain, Hommel Bros., Madison. 


CHANGE COPY TO 
FIT THEME SONG 
OF HOUSEWIVES 


Appetizing Food Is New Toast- 
master Story 


Minneapolis, Minn., Sept. 17.—The 
idea of selling electric table appli- 
ances by featuring the foods pre- 
pared with them will be used for the 
first time in the fall campaign of the 
Waters-Genter Company, manufac- 
turer of Toastmaster automatic 
toasters and waffle irons 
Heretofore, the advertising has 
consisted of straight product selling, 
with illustrations and text bringing 
out patented features and points of 
mechanical excellence. The style has 
been followed since the company be- 
came the first national advertiser of 
such products four years ago. 

The new approach was evolved 

from a consumer study made by the 
new agency, the Dunham Young- 
green Lesan Co., Chicago, under the 
supervision of Linn T. Piper, ac- 
count executive, to test the potency 
of the mechanical appeal and to see 
how much of the copy with that 
slant had been remembered. The 
starting point was the query, “What 
do you like about your Toastmas- 
ter?” directed to several hundred 
users. 
Answers made slight reference to 
the subject matter of previous ad- 
vertising. Instead, housewives re- 
plied as though the question were 
worded, “What do you like about 
Toastmaster toast?” 

“We like Toastmaster toast,” they 
chorused, “because it can be served 
hot, because it is crisp and golden 
outside, hot and tender inside, is 
never underdone, never scorched and 
always evenly browned.” 


A New Slant 


The advertiser and agency de- 
cided that if perfect toast was what 
the Toastmaster meant to the con- 
sumer, that would be the thing for 
the advertising to sell. In adopting 
the new theme, they have gone all 
the way, using illustrations that 
would do credit to any food adver- 
tiser, some of them in four colors, 
and text devoted 75 per cent to food 
and the incidental relationship of 
the appliance and 25 per cent to the 
product exclusively. 

Some of the Wafflemaster adver- 
tisements will carry the analogy 
even further by suggesting waffle 
recipes and by pointing out that the 
product can solve the problem pre- 
sented by unexpected guests arriving 
at mealtime. 

The magazines on the list are 
Good Housekeeping, Better Homes 
and Gardens. The New Yorker, 
Parent’s Magazine, The Saturday 
Evening Post and Woman’s Home 
Companion. The last two will carry 
the four-color copy. 

Three jumbo broadsides reproduc- 
ing five of the advertisements will 
-be sent to 40,000. retailers. Jobbers 
and jobbers’ salesmen will receive a 
direct mail piece every two weeks. 

Trade advertising also appears in 
Electrical Merchandising, Electrical 
Dealer, Electric Light and Power, 
Electrical South, Electrical West 
and Jobber’s Salesman. 


Radio Exports Grow 
Radio set exports for the first 
seven months of 1931 total $7,- 
100,000 in comparison with $4,- 
680,000 for the same period in 1930. 
Canada, Argentina, Mexico and 
Australia are the leading markets. 


“Fortune” Editor Dies 

Parker Lloyd-Smith, 29, managing 
editor of Fortune Magazine, died in 
New York September 16. 


To Make Razor 
The Art Metal Works, New York, 
manufacturer of the Ronson lighter, 


will bring out a new razor. 


NEW COPY SLANT 


Delicious toast for every meal 


| TOASTMASTE® TOAST - CRISP & GOLDEN OUTSIDE - HOT 4 TENDER SIDE 


* ALMOST MAKES ITSELF 


AUTO maric EcecTeie reastan 


Represents Coast Paper 

The Redding (Calif.) Searchlight 
has appoin Arthur W. Stypes, 
te national advertising representa- 
ive. 


To Spend $250,000 
Lehn & Fink, New York, will 
spend $250,000 in the next 60 days 

for the advertising of Pebeco. 


Direct Mai L, 
Radio, Gain in 
Financial Copy 


Boston, Mass., Sept. 17.—With 
most financial mediums losing ground 
in 1931, reflecting the diminished 
volume of such advertising being 
placed, direct mail showed a gain 
and financial papers held their own, 
according to a survey presented to 
the Financial Advertisers Associa- 
tion. 

In the absence of W. M. Sherrill, 
advertising manager of the First 
National Co., St. Louis, his figures 
were presented by Frank Reynolds, 
president of Albert Frank & Co., 
who differed with some of the con- 
clusions. 

Mr. Reynolds said newspaper cir- 
culations have gained during the 
year and rate cuts are not in order. 
He also pointed to the large sums 
spent by newspapers to provide the 
background for financial advertis- 
ing. 

The survey said newspapers hav 
lost financial volume, partly because 
some have featured bearish news. 
Some of the funds formerly spent in 
newspapers are going into direct 
mail. 

The general magazines have lost 


heavily, while financial magazines 
and trade papers have held their 
own, though the latter have never 
been largely patronized by invest- 
ment advertisers. 

Outdoor advertising has never 
been extensively used and has lost 
volume. Increased use of radio was 
reported as an outstanding develop- 
ment. 


Represents Club Paper 


The Lion, official publication of the 
International Association of Lions 
Clubs, has appointed Irving M. Hoff- 
man, Inc., New York, eastern adver- 
tising representative. 


Gould Goes Home 


John Goddard Gould, former) 
with the New York office of P. F. 
O’Keefe Advertising Agency, has 
joined the Sampson & Murdock Co., 
agency of Boston, his home city. 


Rejoins Atlas Film 
Elmer G. Kuhn has rejoined the 
Atlas Educational Film Company, 
Chicago, as vice-president in charge 
of sales managers service. 


Supports Converters 


The Viscose Co., manufacturers 
of Seraceta, an acetate yarn, has 
begun a campaign in Vogue stress- 
ing the fashion possibilities of goods 
woven from this material. 


Do Advertising 
Agencies Like 
Advertising Age? 


Most advertising agency men read Advertising 


Age with zest and enthusiasm. 


Most of them recom- 


mend it. They appreciate it for its exclusive news, for 
its bright and breezy method of presentation, for its 
unique service as the National Newspaper of Adver- 


tising. 


And they use it! Here are some of the agencies 
which have placed business with Advertising Age, for 
themselves or their clients, thus far in 1931: 


N. W. Ayer & Son 


Bott Advertising Agency 


Bozell & Jacobs, Inc. 


Buchanan-Thompson 
Company 


Frank I. Cash & Associates 
Casey-Lewis Company 


Churchill-Hall, Inc. - 
Critchfield & Co. 


Dorrance, Sullivan & Co. 

Dunham, Younggreen, Lesan Co. 
Erwin, Wasey & Co. 

Fishler, Farnsworth & Co. 

Harold D. Frazee & Co. 

Friend Advertising Agency 

J. R. Hamilton Advertising Agency 
Holden, McKinney & Clark, Inc. 
Homman, Tarcher & Sheldon, Inc. 
Ingalls Advertising Company 


A: McKim, Limited 


537 S. Dearborn 


Chicago 


Livermore & Knight Company 


Agency 


Advertising 


John J. Morgan Advertising 


Needham & Grohmann, Inc. 


Newell-Emmett Company 


Procter & Collier Co. 
Frank Presbrey Company 


William H. Rankin Company 
Roche Advertising Company 


Ruthrauff & Ryan, Inc. 
G. Lynn Sumner Company 


Sweeney & James Company 


Rupert Thomas, Advertising 
J. Walter Thompson Company 
Tuthill Advertising Agency 
United Advertising Agency 
Addison Vars, Inc. 

Williams & Cunnyngham 
John D. Williams & Co. 


N. A. Winter Advertising Agency 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


St. 


Graybar Building 


New York 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


a 


it aon: 


PUT FINISHING TOUCHES ON OUTDOOR TROPHIES 
Alfonso Ianelli, noted Chicago sculptor, has completed the trophies to be given in the Sec- 
ond Annual Exhibit of Outdoor Advertising Art in Chicago Oct. 1-15. One will be in gold, 
one silver, one bronze, and one gun metal, with duplicates for the artists. 


ACCESSORY STIMULATES DEMAND 
Copeland Products, Inc., Mt. Clemens, Mich., reports an 
acceleration in demand for its electric refrigerators follow- 
ing the installation of a bottle opener on deluxe models. 


SCOTTIE CLOCK 


The Sangamo 
Clock Co., Thomas- 
ton, Conn., has plac- 
ed the likeness of a 
Scottie on the float- 
ing seconds disc of 
its new model elec- 
tric clock designed 
for children’s rooms. 


NOW CLOCKS ARE BEING PACKAGED 
The Glen Buck Co., Chicago, has developed this sales help for the Hammond Clock Co. 
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